EDITORIAL FEATURES: 


> ~~ * The Growing Film Budget 
NUMBER 7 of  <_ % How Many Sound Projectors? 
VOLUME 12 + NOVEMBER 


You 


é 
¥ 
‘ 
4 


PRODUCTION FACILITIES 


he latest studio, ca 
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AMERICAN CAN COMPANY: “VITAMIN 
RIVERS in color, the 16mm show you made 
for us last year, bids fair to set an all-time 
high in school demand.” 


ASSOCIATED MERCHANDISING CORPORA- 
TION: “We found the people at Caravel to 
be extremely cooperative at all times, gentle- 
men of their word, and sticklers for detail. 
Of equal importance, they never lost interest 
in our complicated problems and put consider- 
ably more time and effort in our production 
than their contract called for.” 


AMERICAN TELEPHONE AND TELEGRAPH COM- 
PANY, LONG LINES DEPARTMENT: “Let me 
express to you personally the appreciation of 
us all for the craftsmanship, patience and un- 
derstanding which you have displayed ever 
since that first distant meeting.” 


GODFREY 1. CABOT, INC.: “I am really very 
happy about our two new films, A STUDY 
IN BLACK and GOOD COMPANY, which 
Cavavel produced for us. The ops! qual- 
ity which your competent staff built into 
these two productions is in a great way re- 
sponsible for their success as sales and public 
relations activities.” 


FULLER BRUSH COMPANY: “I can’t think of 
anything which would express more satis- 
faction than the fact that we have just con- 
tracted with you to do a second picture.” 


CLINTON FOODS, INC. (AGENCY — MAXON, 
INC.): “It has been the general consensus of 
opinion that this industrial motion picture, 
GROWTH INDUSTRY, is one of the finest 
its viewers have ever seen . . . | want to ex- 
tend my thanks to you for a very superior job 
of cooperation——by a group of people who 


have demonstrated that they know the busi- 
ness of making color motion pictures from 
A to Z.” 


CLUETT, PEABODY & CO., INC.: “We are 
mightily pleased to have been honored with 
first prize for the best 16mm motion picture, 
ENTERPRISE, which your organization 
helped us produce . . . Congratulations to 
Caravel!” 


THE GENERAL FIREPROOFING CO.: “You will 
undoubtedly be glad to know that our latest 
film .. . is being excellently received in the 
field. During the first sixty days we are able 
to trace a large number of direct orders to 
the film.” 


NATIONAL LUTHERAN COUNCIL: “We have 
been pleased with Caravel Films for the 
understanding manner in which they have 
assisted and cooperated with us in the prep- 
aration of the script, the filming of the stories 
and documentaries and the final production. 
We have been aided in these film productions 
by the stimulus of your artistic imagination 
and your sensitivity to the particular rel.gious 
needs of our appeal. We have been completely 
satisfied with your cooperation in these films 
and unhesitatingly recommend your work for 
consideration of other religious groups.” 


NEW YORK TELEPHONE COMPANY: “The two 
films have been shown to many thousands of 
our people, and their reactions seem to con- 
firm our high hopes. They have been favor- 
ably received and very favorably commented 
upon.” 

THE PURE OIL COMPANY: “Today we showed 
our new color sound motion picture, TO- 
MORROW BEGINS TODAY, to the Chair- 


man of our Executive Committee, Chairman 
of the Board, President of the Company, 
three vice presidents and a half dozen more 
assistant vice presidents. Without exception 
they are extremely enthusiastic about the film, 
and feel it is the best thing the company has 
ever had along this line.” 


RAYBESTOS-MANHATTAN, INC.; “It is a rare 
thing these days to have your business ap- 
preciated; and to get such willingness and co- 
operation in exchange is indeed a great satis- 
faction and pleasure. We do want to thank 
you all for the fine Caravel service.” 


ROYAL TYPEWRITER COMPANY, INC.: “We 
want to express our appreciation to each staff 
member of Caravel Films who assisted in the 
development of our movie RIGHT—AT THE 
START for their excellent cooperation and 
personal interest displayed during and since 
production. Reports from various parts of 
the country indicate that the film is being well 
received by typing educators.” 


SOCONY-VACUUM OIL COMPANY, INC.: 
“Many verbal comments from directors, man- 
agers, salesmen, dealers, and consumers as- 
sure us of another hit. Once again Caravel 
came through. Of course, after eighteen years 
and about fifty pictures, we should be accus- 
tomed to this sort of thing.” 


TOWLE MANUFACTURING COMPANY: “The 
sound slidefilm which you have just com- 
pleted for us, ONE FOR THE BOOK, has 
been very well received by our management 
and sales organization. The entire produc- 
tion is a top-quality job and we are proud to 
show it to our dealers as a Towle and Cara- 
vel Production.” 


The people responsible for the foregoing statements (names on request) speak 
. from personal experience. We are immensely grateful for their confidence — 
and for their generous appreciation of Caravel service and Caravel teamwork. 


CARAVEL FILMS 


FIFTH AVENUE 


INCORPORATED 
NEW YORK 


TEL. CIRCLE 71-6110 


IS KNOWN 
BY THE COMPANY HE KEEPS 


WE COULD FILL MANY PAGES with commendatory letters from Caravel clients. The 
following excerpts, from just a few of these letters, tell their own story... i 
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AT ROLAND REED PRODUCTIONS, YOUR 


. located in Hollywood, with a 
resulting economy of operation . . 


Roland Reed Productions puts [i 
MORE of your motion picture oa 


Y [ E dollar ON THE SCREEN than [ime 
ua ity any other quality producer! | 7 


is something that 
cannot be argued into 
a motion picture are of prime fo you: 
or promised into it. 

It must be built there. 

If it is lacking, 

the world won’t 

act as a substitute. 

training in major Os. 

4 We use the best equip 


can produce quality 


at fevings to you,” 


Producers of GENERAL MILLS’ ABC television show, 
“Trouble with Father,” starring June and Scuart Erwin 

» PROCTER & GAMBLE'S ABC “Beulah Show,” 
starring Louise Beavers .. . and STERLING DRUGS” 
ABC “Mystery Theatre,” starring Tom Conway. 


Rest bes, 


275 So. Beverly Drive « Beverly Hills, California 


BUSINESS SCREEN MAGAZINE 


4 
INTERNATIONAL SILVER STEWART WARNER CORP, 
STANDARD OF ORD MOTOR COMPANY 
7 § 
‘4 


helps American Airlines lead the world in passengers carried 


“The Eell & Howell equipment has contributed greatiy to our rec- 
ord of carrying more passengers than any other airlines in the 
world,” says Mr. James Dearborn, Director of Advertising, Ameri- 
can Airlines. “America’s leading airline has always been keenly 
aware of the sales ability of Filmosound...and because of the 
dependability of these Bell & Howell projectors... the quality and 


You buy for life 
when you buy 


Bell Howell 


16mm Single-Case Filmosound. Precision built for the finest 
trouble-free performance — guaranteed for life. Full, natural 
sound, light weight, fast threading, complete film protection. 
New Super Proval lens gives brighter, clearer pictures. 
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availzbility of servicing in each of the 77 cities the ‘Flagship’ Fleet 
serves... we are planning even greater future use of Filmosound.” 

Bell & Howell Filmosound projectors can sell as successfully 
for you. You can show people exactly what they are buying. And 
you can depend on Filmosound projectors to give your sales films 
an effective. flawless showing! 


¢ 


Guaranteed for life. During life of the product, any defects 
in workmanship or materials will be remedied free (ex 
cept transportation). 

(Tear out and send today) 
Bell & Howell Company 
7108 McCormick Road, Chicago 45 


Please send me free of charge your helpful booklet, 
“Movies Go to Work.” 
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At Precision today 
we're processing 
the finest 


EDUCATIONAL FILMS 


for nationwide 
showings 


For your 16 mm. educational 
film requirements 
use Precision . . . 
@ Over a decade of 16 mm. in- 


dustrial film — in black 
and white and color. 


@ Fine grain developing of all 
negatives and prints. 

@ Scientific control in sound 
track processing. 

@ 100% optically printed tracks. 
@ Expert timing for exposure 
correction in black & white or 
color. 

@ Step printing for highest pic- 
ture quality. 

@ Special production effects. 


@ Exclusively designed Maurcr 
equipment. 
@ Personal service. 


-«.@ wonder more and more 
of the best 16 mm. films today 


are processed ot... 


| 
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Right Off the Reel 


HOW MANY 16MM SOUND PROJECTORS 
DO SELF-EQUIPPED AUDIENCES OWN? 
HE LEADING ROLE in l6mm sound mo- 


tion picture, projection manufacture played 
by U.S. manufacturers is well known here and in 
most parts of the world where either U.S. ma- 
chines or their foreign-made equivalents (from 
U.S. designs) are generally preferred. 

But the number of these machines now in the 
hands of U. S. audience groups has remained 
pretty much of a mystery. As the total print re- 
quirements for publicly-distributed sponsored 
films began rising sharply within recent years 
and the audience -figures certified by leading 
commercial distributors also developed steep up- 
ward curves, it is apparent that the total U. S. 
self-equipped 16mm audience in terms of schools, 
churches, farm, community, labor, and industrial 
owners is a very substantial figure. 

A personal and high-level survey undertaken 
by the publisher of Business ScrEEN is begin- 
ning to reveal the true size of this million-fold 
group audience. Taking the period 1950 to 1951 
as a uniform manufacturing base, the total num- 
ber of 16mm sound projectors of all types manu- 
factured will exceed 425,000 machines. About 
15% of this total is estimated for export and 
further deductions are being made for deliveries 
to the armed forces in the period 1940-1945. But 
it is also estimated that 15,000 to 20,000 sound 
projectors are still in good working order from 
the 1935-1940 period. First machines were pro- 
duced in the early 1930’s with the advent of 
16mm sound-on-film. 

Complete figures will be divulged as group 
totals when the survey is finally completed in 
late November. A corrected and up-to-date anal- 
ysis will then be presented in the final 1951 is- 
sue of Business SCREEN next month. 


Audio-Visual Equipment Not Included 

Under New Photographic Excise Taxes 

* Recognition of the primarily educational ap- 
plication of 16mm sound motion picture pro- 
jectors, sound slidefilm equipment, filmstrip. 
overhead and opaque projectors was established 
by the Bureau of Internal Revenue last month 
when it issued a telegraphic ruling exempting 
such equipment from the new excise taxes 
which went into effect on many types of pho- 


tographic equipment on November | of this year. 


Continuous advertising projectors, ceiling- 
type projectors and microscopic projection 
were also exempted. Combination slide and film- 
strip projectors under 500 watts are not taxable 
if the filmstrip mechanism is built into the pro- 
jector as an integral part thereof. 8mm and 
16mm silent projectors and electric slide pro- 
jectors under 500 watts are taxable as are those 
of 500 or more watts “designed, constructed, 
and held as of home type as well as professional 
type.” 

The new taxes do not apply to cameras, films 
and similar items used commercially which rep- 
resent a cost of doing business. This last defini- 
tion is further recognition by the Treasury of 
the essential role of films in present defense 
training and public information. 


Public Relations Society of America 

Holds Film Program During Convention 

* For the second consecutive year, the Public 
Relations Society of America has given liberal 
attention to the growing importance of the fac- 
tual film medium during its annual convention 
proceedings. Following the precedent established 
at New York last year, a special film committee 
was designated for this year’s annual conven- 
tion at the Edgewater Beach Hotel, opening No- 
vember 19. Nathan E. Jacobs, Bozell & Jacobs 
agency executive, of Chicago, was chairman. 
PRSA members Sam Austin, Chicago Merchan- 
tile Exchange; Charles Logan, Burnett & Logan; 
and Robert B. Johnson, Merchandise Mart, were 
other members of the film committee. 

Selected for screening in the Michigan Room 
on Monday evening, November 19, were the fol- 
lowing recent examples of public and mdustrial 
relations films: Big Idea (Swift & Company) ; 
Man on the Land (American Petroleum Insti- 
tute); O’Mara’s Chain Miracle (Chevrolet) : 
The Fourth Man (Harnischfeger Corp.) ; This 
Is Life (American Meat Institute) Television 
Newsreel (National Assn. of Mfrs.); and And 
Then There Were Four (General Petroleum 
and other Flying Red Horse oil companies). 

O. H. Coelln, Jr., publisher of Business 
SCREEN, received special commendation from 
the PRSA “for his splendid cooperation and 
assistance to the committee.” This event marked 
the third consecutive event in which Business 
ScREEN has assisted, including a special audio- 
visual day held by the Chicago Chapter earlier 
this year. a 
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For THE SECOND TIME in as many 


years, the American Public Relations Associ- 


ation has selected a Wilding produced motion 


picture as the most notable public relations 

film performance in the banking, insurance and finance fields. 
In 1950 this Silver Anvil award went to “Last Date,” a dramatic 
safety film produced for Lumbermens Mutual Casualty Company. This 
year new high honors were bestowed on a Dun & Bradstreet picture 


designed to tell the story of “Credit — Man’s Confidence in Man.” 


WILDING 


PICTURE PRODUCTIONS, INC. 


MOTION PICTURES SLIDEFILMS e TELEVISION FILMS 


CHICAGO* 
1345 Argyle Street 


NEW YORK 
385 Madison Ave. 


DETROIT* 
4925 Cadieux Rd. 


CLEVELAND 


310 Swetland Bldg. 


HOLLYWOO 
5981 Venice Blvd. 


ST. LOUIS 


4053 Lindell Blvd. 


CINCINNATI 


Enquirer Bldg. 
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Highest 
COLOR FIDELITY 
is assured with the 
Houston-Fearless 


COLOR 
SCENE TESTER 


and SENSITOMETER 


j roper color correction,so corrected for any particular film 


| Wilding Pictures Names 

| Lang Thompson Vice-President 
| © The appointment of Lane 5 
THOMPSON as vice-president in 
| charge of Detroit sales opera- 
tion was announced in Novem- 
ber by Picture Pro- 
| puctions, Inc. Mr, Thompson 
| succeeds Ralph E. Cattell who 
recently resigned. 


Earle E. Heffley, Jr. Chairman 
of Kemper Insurance Board 

Earve E. Jr., well- 
known to audio-visual users 
from his association with Bell 
& Howell and other firms in this 
field and in recent years a mem- 
ber of the advertising staff of 
LuUMBERMEN’s Mutua Casvuat- 
ty Co., has been named chair- 
man of the Kemper Insurance 
board. 

The board is composed of 11 
members of the home office 
staff who are under 35 and was 
established five years ago to 
give young executives experi- 
ence in dealing with top man- 
agement problems. 

* 
DeVry Executive Elected to 
Young Presidents’ Group 
* W. C. DeVry, president of 
the DeVry Corporation, has 


essential to superior 35mm color 
prints, is faster, easier and more ac- 
curate with the Houston-Fearless 


emulsion. The light openings are 
quickly adjusted as desired. Two 
platens are furnished—one with 15 


been elected to membership in 
the Young Presidents’ Organ- 
ization, national group whose 


Color Scene Tester and Sensitometer. 
Selection of the proper printing light 
and color filters is simplfied. After a 
scene is selected through the viewer, 
a series of exposures is automatically 
made using 15 different color filters 
and the film advanced to the next 
seene. The printing light, which 
sweeps across the film, is held abso- 
lutely uniform at all times and 


color filters plus one clear space and 
one with a calibrated black and white 
wedge with color blocks for sensito- 
metric control. 


Sensitometric strips can be exposed 
from day to day with constant expo- 
sure value at all times. Write today 
for complete information on this ver- 
satile, valuable equipment. 


Write for information on specially-built equipment for your specific needs. 


The 
‘Hol USTON 


* DEVELOPING MACHINES * COLOR PRINTERS » FRICTION HEADS 
* COLOR DEVELOPERS DOLLIES TRIPODS PRINTERS CRANES 


membership is limited to men 
who have reached top executive 
posts in industrial or service 
companies before 39. Mr. De 
Vry was also recently elected 
to the executive board of the 
Theatre Equipment and Supply 
Manufacturers’ Association. 
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Bahamas Development Board 
Shows “Magic of Nassau” 
* Regional offices in the United 
States of the Bahamas Devel- 
opment Board, trade group con- 
cerned with the promotion of 
tourist and commercial busi- 
ness for the Bahamas, are now 
making available prints of a 
new 20-minute color and sound 
film The Magic of Nassau. 
The film was produced by 
Burke, Dowling & Adams, Inc.. 
through the facilities of Film 


"WORLD'S LARGEST MANUFACTURER OF MOTION PICTURE PROCESSING EQUIPMENT” 


Production Service, Inc. Dis- 


11801 W. OLYMPIC BLVD + LOS ANGELES 64, CALIF. | tribution is on a limited, free- 


loan basis. 


FOR BETTER SHOWS USE “THE AUDIO-VISUAL PROJECTIONISTS HANDBOOK 
* Many large U.S. business firms now use the 
Audio-Visual Projectionist’s Handbook to train 
employee projectionists. This graphic, illustrated 


manual contains step-by-step lessons on good show- 
manship; sells at only $1.00 per copy, postpaid. 
Order today from Business Screen, Chicago 11. 


SPLICES NOT HOLDING? 


Try 
Jefrona All-Purpose Cement! 
Write for free sample 
Camera Equipment C 
1600 Broadway, N. Y. 19, N. 
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Cleorer, Sharper, 
Brighter Pictures 


because of Radiants 
mirror 
| beaded 


Radiant’s exclusive process gives 
you millions of efficient mirrors 
that reflect light powerfully in- 
stead of absorbing it. As a result 
—your pictures fairly leap from 
the screen with startling realism, 
added brilliance, new clarity and 
depth. 

A Radiant Screen means a more 
effective, a more deeply impres- 
sive showing always. There’s a 
Radiant Screen for every need. 


Send for FREE Sample 


Ask your dealer for ee. 
demonstration. 
Send coupon for | 

free sample of Radi- 
ant “Million Mir- 


| ror” screen fabric. 


RADIANT 


r 

‘Projection Screens; 
| 1 Radiant Mfg. Corp., 1235 S. Tolman, Chicago, ill. | 
1 Send me free sample of Radiant “Million Mirror’ | 
| Febric—ond brochure on Radiant line. 
Nome 
| 

Address 

City Zone ____Stote 
(My deoler's nome is 
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IAVA Fall Meeting 


Industrial Audio-Visual Association 
Holds Annual Fall Sessions in N. Y. 


* The Industrial Audio-Visual Association held 
its annual fall meeting from October 10th 
through 12th at the Westchester Country Club 
in Rye, New York. 

Indicating how valuable these professional 
workshops are becoming to IAVA’s growing 
list of sponsor members were the hours sched- 
uled for meetings. No slug-a-beds, the film de- 
partment executives were hard at work in 
discussion periods, panel sessions and film 
screenings at 8:30 each morning, usually wind- 
ing up the day’s activities about 10 at night. 
Thirty members attended the eastern sessions, 
all arranged by IAVA President Gordon G. Big- 
gar of Shell Oil Company and program chairman 
Joseph S. Schieferly of the Standard Oil Co. 
(NJ). 

On the opening day, discussion programs 
were conducted by Fred Beach of New York 
Central and Mr. Schieferly; George Hausherr 
of Loucks & Norling Studios demonstrated three 
dimensional slides; Virgil Simpson of du Pont 
spoke on the organization of a major industrial 
film program; Col. R. L. Krummel of the New 
York City Office of Civil Defense spoke on in- 
dustry participation in civil defense film work: 
Norman W. Drescher of Du Mont Television 
described his network’s closed circuit service 
for national sales meetings and special events: 
and Floyde Brooker, Film Director of ECA. 
spoke at dinner on the role of industrial films 
in the cold war. 

Leo Beebe of the Ford Motor Company led 
off as discussion leader of the second day’s ses- 
sion, followed by a talk on the philosophy and 
practices of labor's film work by Lawrence 
Rogin, educational director of the Textile Work- 
er’s union. Visits were made to the Special 
Devices Center of the U. S. Navy at Sands Point. 
and Cinerama’s demonstration center at Hunt- 
ington, Long Island. John Flory of Eastman 
Kodak told about Eastman House following 
dinner. 


Sponsor Devecates at the recent [AVA fall 


meeting were (above, |. to r.) Bob Waters 
(Remington Rand); H. Brown (Shell Oil); Bill 
Cox (Santa Fe); Joe Schiejerly (Standard Oil 
of New Jersey); and Don Steinke (Dow Chemi- 
cal). Sessions were held at Rye, N. Y. 


Daniel Rochford of the Standard Oil Co. (NJ) 
led a discussion on Friday morning, followed 
by a business meeting and demonstration of 
magnetic film track projectors by RCA, Ampro. 
Victor and Reeves Soundcraft Corp. 

Five new members joined the IAVA at this 
meeting: Marshall Barnes of Bemis Bros. Bag 
Co., H. Brown of Shell Oil Co., Dan J. Forrestal 
of Monsanto Chemical Co., Alfred Lytle of Ray- 
theon Mfg. Co., and Luther Reed of Johns Man- 
ville. 

A consensus of opinion among IAVA mem- 
bers shows that these regular meetings, now 
held for regional as well as national attendance 
in cities across the country, are of more than 
usual value as an association activity. Members, 
as they are, of widely divergent departments in 
their respective companies—such as sales, ad- 
vertising, public relations, training, industrial 
relations, merchandising, etc.—each has a com- 
mon interest in methods of utilizing film most 
effectively. Mutual cooperation among the mem- 
bers in solving their individual and common 
problems has been most valuable—to their own 
firms—-and to the entire industrial film indus- 
try, as well, 


The Annual 1AVA fall dinner meeting was held at the Westchester Country Club 
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_ the Of tiune, civilixation ‘anid even 

on water supply. Yet today, most Americans 

»> © take water for granted. To create greater public interest in this vital 

wil subject, Cenétal Electric Co. has sponsored a new color film 

dramatizing the importance of water conservation. It 
employs the powerful Wolff documentary technique 

» , to emphasize the need for far-sighted planning in 


maintaining our “Pipeline to the Clouds?’ 


HOLLYWOOD 


NEW YORK - CHICAGO + DETROIT 
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FOR FINEST. 


4 
: 3 _ 24-hour service on Work Prints and Answer Prints . . . Release Prints delivered on date promised! 


COLOR REPRODUCTION COMPANY 
7936 Santa Monica Boulevard Hollywood 46, California 


HILLSIDE 8225 


Telephone: 


“ALL COLOR 


‘PRINTS GUARANTEED. 
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THIRD EDITION OF THE INDEX OF TRAINING FILMS NOW AVAILABLE 
* The Third Edition of The Index of Training 
Films, widely-used and authoritative reference 
listing all free-loan, rental and low-cost purchase 
sound films and slidefilms available for industrial 


training and vocational classroom use is now avail- 
able. Nearly 2800 titles are listed, together with 
complete sources. THE INDEX lists at only $2.00. 
Order today from Business Screen, Chicago 11. 
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Edward Mayer, Film Veteran 
Passes Away on October 15 
* News of the death in Chi- 
cago on October 15 of E>warp 
Mayer, a member of the Castle 
Films and Unirep Wortp 
Fits, Inc, organizations for 
more than 20 years, was re- 
ceived with a deep sense of loss 
by the audio-visual field which 
he had served so long and well. 
Identified with the film in- 
dustry for more than three dec- 
ades, Ed Mayer represented 
Castle Films in Chicago as sales 
and distribution chief when 
that organization became a part 
of United World Films, Inc. in 
1946. He was recently named 
as national sales manager of 
sponsored film distribution. 


United Nations Conference 
Will Feature Factual Films 

* The forthcoming National 
Conference on the United Na- 
tions called by the U. 5S. 
National Commission for 
UNESCO, citizen group estab- 
lished by Congress, will exten- 
sively feature the use of educa- 
tional films when it gets under- 
way at Hunter College, New 
York City on January 27 
through 31, 1952. 

2,200 delegates from all sec- 
tions of the country will ex- 
amine international problems 
blocking the road to peace. To 
illustrate the use of educational 
films in pramoting thoughtful 
consideration of international 
affairs, the Educational Films 
Committee of the Conference, 
headed by Paul Witt of Colum- 
bia University and Emily Jones 
of the Educational Film Li- 
brary Association, will present 
a demonstration film discussion 
program related to the Con- 
ference theme. 

The Conference film group 
will also select the films, film- 
strips, and other visual media 
to be liberally used in many 
section and group meetings 
during the three-day Con- 
ference. A bibliography of 
these films is being prepared for 
distribution during the sessions 
and will be made available to 
educational and civic groups. 


Otis Showing Elevator Film 

* Skylines Unlimited is the 
title of the 30-minute sound and 
color motion picture sponsored 
by Otis Extevator Co., 260 
llth Ave., New York City. The 
film explains how autotronic 
elevatoring applies automatic 
electronic control to solve traf- 
fic problems facing managers 
of modern buildings. 
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Amazing New Projector 


@ Set up in 2 minutes! @ thread film in 30 seconds! 


(3) Pack up in 3 minutes! 


@ Carry like an overnight bog! 


No more lost time setting up. With the 
RCA “400,” you can put picture and 
sound on the screen in only 2 minutes. 
Or let a youngster do it. It's that easy! 


Thanks to RCA’s new “Thread-Easy” 

design, you can thread it while you're 

lecturing . . . thread it with one hand 
. . thread it in the dark. 


No more packing-up troubles. You can 
button up the complete RCA “400” 
projector and speaker in only 3 min- 


Single-case Junior weighs only 3342 
Ibs. Women appreciate its lightweight, 
rounded corners, proper balance. No 


utes. Or let a child do it. It’s so simple! _—_— chafing your leg as you walk. 


Easiest Projector to Use! 


Imagine showing movies with a projector so 
simple you can set it up in 2 minutes, thread film 
in 30 seconds, pack up in 3 minutes, and carry 
lightly as an overnight bag! 

Now .. . thanks to RCA’s new “400” Junior 
projector, you can show 16mm movies far more 
easily than ever before! New RCA “Thread-Easy” 
design is so simple you can let a 12-year-old child 
run the projector. They're top-quality movies, too. 
Both picture and sound far exceed recommended 
standards of *SMPTE ... by actual tests. 


No More Torn Film! 


Your precious film literally “floats” through this 
new “400” projector. “Thread-Easy” design is so 
amazingly effective, even minor errors in thread- 


VISUAL PRODUCTS 


ing will not damage film. With projector running, 
you can open and clean picture gate or sound 
optics ... without damage to film. And you can 
project the same film 50 or 500 or 5,000 times... 
without appreciable wear or damage to film! 


No More Last-Minute Failures! 


It’s ultra-dependable, too. Built for the hard 
knocks of school and commercial use. You can 
easily replace projection lamp in 45 seconds, ex- 
citer lamp in 20 seconds. Rewind 10-minute film 
in 66 seconds, without changing belts, pulleys, or 
reels. It’s the only projector powered by a big 
A-C motor, 500% oversize for better sound sta- 
bility. Big motor takes it easy, stays cool, lives 
longer. And it’s quiet. Operating noise only 58.5 
decibels. Quieter than recommended by *SMPTE 

. quieter than other projectors by actual tests. 


in Competitive Tests, RCA 400’s Win Out! 


In a single purchase, Pennsylvania schools bought 
572 RCA “400’s.” Baltimore schools bought 156. 
Washington, D. C. schools bought 81. Already 
many thousands of RCA “400’s” are out on the 
job ... giving 4-way help... making things easier 
:.. for busy people just like you. 


Operate it! Convince Yourself! 


If you use 16mm film in your teaching or selling 
(and who doesn’t?), you owe # to yourself to 
find out about this revolutionary new easy-to- 
use projector. The new “Thread-Easy” design is 
the culmination of 23 years of RCA research. 
Send coupon for demonstration. Operate it your- 
self! Large sales permit surprisingly low price for 
this top-quality equipment. Underwriters Ap- 
proved. Backed up by RCA. Nation-wide service 
available. So mail coupon TODAY. 


RCA “400” Junior. Hand- 
some blue-green finish. 
Weighs 33% Ibs. 7-watt 
amplifier, 8-inch speaker. 
For medium to large rooms. 


RCA “400° Senior. Same 
as “Junior” except 10-watt 
amplifier, 10-inch speaker. 
Projector-amplifier weighs 
36% Ibs.; speaker-accesso- 
ries, 26 Ibs. For larger 
rooms, auditoriums. 


RADIO CORPORATION of AMERICA 
ENGINEERING PRODUCTS DEPARTMENT. CAMDEN. N.J. 
In Conode: RCA VICTOR Compeny Limited, Montreal 
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* SMPTE: “Society of Motion Picture and 
Television Engineers,” ae. authority 


mends “‘unsteadiness of Projected picture 
less than 3/10 of 1% of picture width.” 


In RCA "400" projector, horizoatal un- 
steadiness is 1/10 of 1% (3 times as good 


FREE BROCHURE— MAIL COUPQN—NOW! 


Visual Products, Dept. 25w 


Radio Corporation of America, Camden, N. J. 

Please send me, without obligation, full story on new easy- 
to-use RCA "400" 16mm projector that I can set up in 2 
minutes, thread fn 30 seconds, pack up in 3 minutes, and 


carry lightly as an overnight bag. 


as SMPTE standards). Vertical unseadi- 
ness is 1/7 of 1% (2 times as good as 
SMPTE standards). 


Sound quality is also better chan SMPTE 
less than 5%. 
All tested and proved by RCA, foremost 
pioneer in 16mm sound projectors. 


: © Junior Model for classrooms 


Please arrange actual demonstration 


Mail Coupon 
‘tm 
f 
design, hundreds of youngsters 2 
. this are now operating * 
the RCA “400” projector. It's 
. 
— @ 
| 
ll 
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This Machine 
Sweeping the Country 


Never has there been such enthusiasm about a sound slide- 
film machine. 


The amazing light weight — 


13 pounds 


I is “just what we are looking for.” Countless times have we heard it. 
‘* 3 And why not? 
) What's the sense of carrying six to eight pounds of excess weight? 


This new Picturephone will do everything that competing ma- 
e chines will do, and several things besides. 


Definitely it is the finest machine on the market, except for our 
deluxe models. 


It gives you even distribution of the clearest sound known to 
the industry. 


It gives you a built-in shadow-boxed screen. 

It gives you a place to carry plenty of records and films. 

It gives you the quickest set-up and the quickest pack-up. 

It plays microgroove records, with their numerous advantages. 
It is lower in cost than any other complete machine. 


Don’t make the serious mistake of buying sound slide-film ma- 
chines without seeing this new wonder of the talking picture 
world. 


MANUFACTURED BY 


0. J. McCLU QE TALKING PICTU RES 11152 WEST WASHINGTON BOULEVARD, CHICAGO 7 


Telephone CAnal 6-4914 
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Columbia's new microgroove di wins More and more 
friends in the slide film business—cuts|¢osts up to 50% 


Before you start any slide film project—see and hear the great 
new Microgroove Record! 


HERE'S WHY... 
10" size—15-minutes per side! Now all records may be carried 
@ 12" size—25-minutes per side! in projector case! 


© Prompt service and delivery! 
© Easier end cheaper to pack! e Full Columbia transcription 
© Lower shipping costs! quality maintained throughout! | 


e Saves storage space! Phone, Wire, Write for full details 


COLUMBIA. 
Micogreove 
TRANSCRIPTIONS 
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Old-Style 16" Disc 
= 
10" Microgroove Disc be, 
A 
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case pistorY 
5-22 minute discs 
918.00 ath Haw York —799 Seventh Avenue, Circle 5-7300 
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Or Reversal Originals 


to Color Release Prints 


rinks 


@ B&W Daily and Release Printing 
@ B&W Developing 

@ B&W Reversal Work Prints 
@ B&W Dupe Negatives from Color 


@ lémm B&W Reductions from 35mm 
@ Electronic Recording of Sound Tracks 


@ Magnetic Recording Truck for Motion 


Picture and TV Production 


Color or B&W. 


@ Expert Timing for Exposure Correction— 


A COMPLETE 


16MM SERVICE 


HILLSIDE 7471 


1161 North Highland Avenue 7 


Hollywood 38, California 


Toledo Chamber of Commerce 
Sponsors Business Film Festival 

¢ A first annual Business Film 
Festival, on November 21, has in- 
augurated this new recognition of 
business films under the sponsor- 
ship of the Toledo Chamber of 
Commerce. Toledo thus joins such 
cities as Boston and Cleveland in 
giving public exhibition of out- 
standing recent films as a means 
of helping business and community 
groups get better-acquainted with 
the medium. 

Among the programs pre-selected 
for showing were In Our Hands 
and Big Idea, prize-winning indus- 
trial relations subjects of Inland 
Steel, Borg-Warner, and Swift & 


| Company. Both were Wilding-pro- 


duced. Other titles included Pro- 
ductivity, Key to Plenty (EB 
Films) ; two Harding College films, 
and eleven other job, supervision 
training and industrial relations 
titles. An equipment display in the 
lobby of the Commodore Perry 
Hotel (where the showings and a 
luncheon were held) was another 
feature. 

Bernarp Cousino, president of 
Cousino Visual Service in Toledo, 
was the audio-visual spokesman 
assisting in charge of these ar- 
rangements. 


Sturgis-Grant Picture Honored 
at Scientific Film Congress 
* Sole U. S. representative on the 
concluding gala program of the 
Sth Annual Congress of L’Associa- 
tion Internationale du Cinema Sci- 
entifique, held at The Hague, Hol- 
land on September 17 was the 43- 
minute color and sound film The 
Embryology of the Eye, produced 
by Srurcis-Grant Propuctions, 
Inc. for the American Academy of 
Ophthalmology and Otolaryn- 
gology. 

Following its showing at the 


_ Congress, the film was requested 


for showing in Parij, Brussels and 
Vienna. 


library of Congress to Provide 
Film Reference Card Service 

* Printing of the first card sets on 
90 motion picture and filmstrips 
titles is being completed by the 
Card Division of the Library of 


Congress. The new service, on 
which cards for 20 titles are al- 
ready finished, will provide libraries 
and film departments with a con- 
venient ready-reference file on all 
copyrighted films. 

Some 2,000 titles are expected to 
be available eventually on stand- 
ard 3 x 5 inch cards, each contain- 
ing the name of the picture, the pro- 
ducer, date of release, running time, 
size of film, notation on sound and 
color as well as applicable credits, 
summary of contents, and subject 
covered. 

For information on this service 
and rates address the Card Division 
Library of Congress, Washington 
25, D. C. 

Dun & Bradstreet Film Given 
Public Relations Merit Award 

* The recently-produced Dun & 
Bradstreet motion picture Credit, 
Man’s Confidence in Man, has re- 
ceived a certificate “for outstanding 
achievement” from the American 
Public Relations Association. The 
award was made during the na- 
tional convention of the APRA at 
its special Awards Ceremony on 
November 15 at the Hotel War- 
wick, Philadelphia. It was selected 
as one of three programs honored 
in the field of Banking, Finance and 
Insurance. Wilding Picture Pro- 
ductions, Inc. was the producer. 


* With the eyes of the world on 
Korea, another timely public infor- 
mation film released by the Depart- 
ment of the Navy is A Fighting Lady 
Speaks, aircraft carrier story for 
group showings. The 16 mm. black- 
and-white film runs 10 minutes. 
The carrier recounts a busy day 
of her brood of Navy aviators and 
deck crews, supporting the United 
Nations’ forces. Fighter and dive 
bomber pilots take off hourly for 
their targets. First they strafe ves- 
sels ferrying ammunition and sup- 
plie.. Radio calls are answered by 
airmen who attack strong points, 
bridges and factories with machine 
guns, five-inch rockets and bombs. 
All planes return to their Fighting 
Lady but the few damaged and crip- 
pled craft make the deck only be- 


| FILM WRITER WANTED | 

| Here’s a real opportunity for a 

good film writer with solid ex- | 

| perience—with poise and per- | 
sonality enough to meet and work 

| with clients—and with guts | 

| enough to make a change. Send 

| full background, credits, and a 

| small photo—in 100% confidence 

| —to | 
Box 114, BUSINESS SCREEN | 

150 E. Superior St. 

Chicago, Illinois 

(Our employees are aware of this ad) | 


You can buy titles for less than 
KNIGHT QUALITY sells for, but 
you cannot get greater value at 
any price. That's why our titles 
cost less in the long run. 


THE KNIGHT STUDIO 
341 E. Ohio Street, Chicago 11, Illinois 


| 
| 
| 
| 
j | 
FILM LABORATORIES 
| 
Fighting Lady” Sequel Film 
| Story of Heroism in Korea 
| 
| 
| 
| 
| 
Po | cause of the skill of their pilots. 
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We have been devoted exclusively 


to sponsored film distribution 


SINCE 1931, Modern Talking Picture Service has been devoted to a single 
specialty—the distribution of business sponsored films. 

This unmatched experience has enabled us to keep ahead of today’s 
problems. Experience, combined with integrity and constant research, has 
provided a knowledge of the right techniques for getting the best results for 
each sponsored film. 

For 20 years, leading American companies and associations have 
wisely looked to Modern for the distribution of their films. During that time 
Modern has successfully related the objectives of the sponsor to the interests 
of the audiences—so that we have earned the respect and confidence of both. 

For our clients, we have applied the most up-to-date methods of 
film promotion, film handling, and reporting. The Modern network of 
exchanges, strategically located in 27 major United States cities, add the 
efficiency of sound logistics to the distribution of sponsored films for the 
first time. ' 

Whether your film program is large or small, Modern knowledge 
and experience will help you in the efficient, economical accomplishment of 
your objectives. : 


specific service plan that will best serve YOU. 


Association of Stock Exchange Firm 
Bureau of Cmeulation 
Balt Ohio Raviroac 
Beatrice Foods Company 
& Zoli i Company 
East Ohio Gas Company 
Elgin National Compan; 
an 
. J Heinz Company ga 
Inst of Makers of 
Johnson & Son, Inc, 
actur 
Natural Gas Company 
TALKING & Gamble Company 
Headquarters: 45 Rockefeller Plaza — New York 20—JUdson 6-3830 
DIVISION C IC ‘S$: ChIC \G 0 | ONTARIO DE. 7- ANGELES — ia Wey Foren’ is 


The oldest and 


most experienced 
16mm film laboratory 


Of all the existing film laboratories, only Hollywood Film 
can point to a history of outstanding leadership since 1907! 
In that time, we've developed the finest production facili- 
ties, plus a “know-how” 


that assures you highest quality 
prints at reasonable prices. Our modern electronic con- 


trols eliminate notching, make splicing invisible, provide 
brilliant sharp definition, and guarantee perfectly balanced 
color and density prints. Try us and see. You will be de- 
= lighted with the results. Send us your NEXT laboratory job. 


Immediate service and prompt delivery of any 
quantity. Lowest prices consistent with fine quality. 
Quotations gladly given. Write for free lab price list. 


COMPLETE 16MM LAB SERVICE 


@ Negative Developing 

@ Reversal Processing 

@ Reduction Printing 

@ Contact Printing 

@ Kodachrome Reproductions 
@ Free Editing Rooms 


@ Release Prints in Von: 
or Black-and-white 

@ Edge Numbering 

@ Free Projection Service 

@ Free Storage Vaults 


FINEST 
WORK 
SINCE 1907 


@ Shipping and Receiving Service 


HOLLYWOOD FILM ENTERPRISES, Inc. 


6060 SUNSET BLVD. + HOLLYWOOD 28, CALIF. 


Wall Street Journal Headlines 
Sponsored Film Field Development 
* A front-page, first-column article 
in the widely-read WALL STREET 
JourNaL headlined the growing im- 
portance of sponsored films and 
their increasing audience last month. 
Michael Saada, head of the Jour- 
NAL’s Cleveland Bureau, was the 
by-liner. 


Office of Price Stabilization to 
Extend Use of Informational Films 
* The Office of Price Stabilization, 
through its informational office, is 
indicating renewed interest in the 
factual screen medium to help hold 
the line on prices through increased 
public knowledge of the dangers of 
inflation. A $100,000 appropria- 
tion, covering only basic produc- 
tion costs, will enable OPS to de- 
liver screen messages to theatrical 
and non-theatrical sources as well 
as television. According to one re- 
port, motion pictures using live 
talent and animated characters fig- 
ure largely. 


State Auditor's Office in Pictures 

* A $10,000 film budget, approved 
by State of Illinois Auditor Ben- 
jamin O. Cooper, is being expended 
currently to produce a _ unique 
sound motion picture showing how 
this important state office operates. 
A 22-minute subject, it will show 
details on the supervision of some 
3,452 state chartered financial in- 
stitutions, the disbursing of all 
state funds, streamlined handling 
of the state payroll, and operation 
of the first perpetual inventory of 
all state property. 


Kodak Industrial Production Film 

Given Management Society Award 
* The Industrial Management So- 
ciety (of Chicago) award “for out- 
standing achievement in the field of 
production methods improvement” 
was made to the Eastman Kodak 
Company last month. The Kodak 
entry was part of a competition 
sponsored by the IMS anid included 
a motion picture produced by the 
industrial engineering staff at Ko- 
dak Park. The film utilizes a “split- 


frame” technique to show simultan- 
eously new and old methods of 
gauging and inspecting the com- 
pany’s 127 roll film reels. 

Entries were judged on “com- 
pleteness of analysis, benefits to the 
company, presentation, and stimula- 
tion of interest in production meth- 
ods improvement.” In this case, the 
observer can see old and new oper- 
ations performed side-by-side by 
the identical operator so the film 
demonstrates clearly the advantages 
of the new gauging method. 


“Christmas in Sweden” Lensed by 
Comstedt for Films of the Nations 
Comstept, whose indus- 
trial films of several years ago are 
well remembered for their brilliant 
photography, has recently photo- 
graphed and directed a new film in 
his native land. Christmas in Swe- 
den, a DPM production by Maurice 
Groen, has now been released by 
Films of the Nations. 

The film takes its theme from 
the way an average Swedish family 
celebrates Christmas in accordance 
with age old traditions. It shows 
the preparation of special holiday 
dishes, the open air market at 
Christmas time, the festive dinner, 
dances around the well laden tree 
and climaxes with service in an old 
Swedish church. 

Christmas in Sweden, 14 min., is 
for sale at $160—color, $50——b/w; 
for rent at $8—color, $4—b/w, 
from Films of the Nations, 62 West 
45th Street, New York 19. 


United Productions of America 
Holds Open House and Art Festival 
Unirep Propuctions oF AMER- 
1ca, 4440 Lakeside Drive, Burbank, 
California, held a five day open 
house at the occasion of its eighth 
annual animation art festival last 
month. During the week, UPA 
theatrical cartoons were screened, 
the works of UPA artists exhibited, 
and a demonstration was given of 
all stages of animated techniques 
from rough drawings to finished 
cells. 
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There’s Nothing Better 
for Sales... 


... than considering distributors, salesmen and dealers as 


more important than products. 


Talk to them about their jobs as well as products . . . help 


them to enjoy the basic human relationships in selling — 


and they become friends, partners, larger producers. 


There’s nothing better for sales. 


1 


We've seen it work time and again in sales films produced 


for a number of our clients. 


PATHESCOPE PRODUCTIONS 


THE PATHESCOPE COMPANY OF AMERICA, INC 
580 FIFTH AVENUE, NEW YORK 19, N. Y. 
PLAZA 7-5200 


PRODUCERS OF + MOTION PICTURES + FILM STRIPS + TELEVISION 
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IT's HARD TO TELL THE 
DIFFERENCE! 


When you've bought a Viewlex you've 
bought the best projector engineering 
can devise. It’s got everything! Ease of 
operation—sturdy construction— and 
YOUR CHOICE OF LENSES! That’s 
important, because it helps you fit your 
visual aid equipment comfortably into 
your budget! Which shall it be--- 
R or L---Retar or Luxtar lens? 


The Retar lens is F/3.5, coated 
and corrected, and is optically de- 
signed to give excellent coverage of 
single frame strip film in this “bud- 
get priced” projector. 


The Luxtar lens is F/3.5, coated 
and color corrected and is the very 
highest grade of projection lens ob- 
tainable. It will project images that 
are _— Sharp right out to the 
very edges. For top quality, it’s the 
Luxtar lens and it’s only $6.00 more. 


it is hard to tell 
the difference... 
See them both! 


/ 


V7 yas. 150 
K 
motor 00 MOR 
EENS BOULEVARD « LONG is > CITY 
18 BUSINESS SCREEN MAGAZINE 


Few other educational tools offer the amazing versa- 
tility of use that a Revere Recorder provides. From 
the kindergarten youngster’s gaining self-assurance by 
hearing his own voice reciting nursery rhymes. . . to 
the advanced language student perfecting his accent 
by listening to his own recordings . . . Revere fills an 
important need in every classroom that no other piece 
of equipment can equal! 


Sensational New Revere Deluxe 
LONG PLAY Tape Recorder 
Miracle of Electronic Achievement 


At last! Developed after years of electronic research, 
this sensational Long Play recorder embodies out- 
standing features found in no other recorder. Note 
these advantages: 


ULTRA-LIGHTWEIGHT—The lightest-weight and most 
portable of any automatic long-play recorder. 


EXCEPTIONAL FIDELITY — Superb tonal quality has won 
praise of leading musicians and critics. 


EXTRA-ECONOMICAL — Records two full hours of voice 


or music on 5-inch reel—using ‘only one-half the or- 
dinary amount of tape. 


Add to these, all the regular Revere features and you 
have a recorder that fulfills the exacting demands of 
schools everywhere. Decide now upon a better school 
year ahead with Revere! See this remarkable recorder at 
your dealer, or write direct for complete information. 


from kindergarten... to college 
EVERY CLASS BENEFITS! 


Revere TAPE RECORDER 


World’s Largest Selling Tape Recorder 


MODEL T-500—Deluxe, 2-hour play. Complete with mi- 
crophone, radio attachment cord, 2 reels (one with tape), 
and carrying case. $179.50 
MODEL TR-600—DeLuxe, with built-in radio. $219.50 
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MODEL T-100—Standard, 1 hour play. Complete with microphone, radio 
attachment cord, 2 reels (one with tape), and carrying case. $169.50 


MODEL TR-200—Standard, with built-in radio........- 
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This Model 119 

Compco reel in the 

new 600 ft. (16mm.) 

size holds a complete 

15-minute sound or 
25-minute silent program. It is clearly 
marked with scales for footage and for 
running time in minutes . . . 1s durabl 
made of high grade tempered — | 
finished in scratch-resistant, baked-on 
hammertone gray enamel . . . and has 
the exclusive ““Compco Clip” that 
makes threading fast and easy, even in 
the dark! Mode/ 120 Film Can fits this 
reel. Fibre Shipping Cases also avail- 
able. Write for catalog. 


2251 W. St. Paul Ave. 
Chicago 47 


A Precision Printer 
At a Price! 


The MICOP PRO Continuous Printer is built on 
professional standards to make good, sharp 
— picture only, sound only or composite. 
iaphragm allows ten densities for color work. 
Not an amateur’s toy, but a real laboratory 
instrument. 16mm or 35mm Models available. 
Model 25 (illustrated) speed 25/35" minute. 
With 1200 foot $1095 
Model 90, speed 90° per minute 1650 
The MICOP PRO is only one of the many S.O.S. 
Firsts’ which include the famous BRIDGA- 
MATIC Automatic Motion Picture film Develop- 
ing Machines 
There's an S.O.S. catalog or bulletin on every- 
thing trom studio cameras and recorders to 
printers and processors —all at worthwhile sav- 
ings. Here under one roof—all your needs—a 
stock more varied and more complete than 
ony in the industry 


S. 0. 8. CINEMA SUPPLY CORP. 


Dept. H, 602 West 52nd St., New York 19 
Cable: SOSOUND 


THE ofFSCREEN 


EDITORIAL NOTES AND COMMENTARY 


* We had a chat last month with E. P. L. Pelly, 
Chairman and Joint Managing Director of the 
Film Producers Guild, Ltd. in England. Mr. 
Pelly was visiting the United States to show 
American producers and sponsors what their 
confreres in Great Britain are up to these days. 

The Film Producers Guild, Mr. Pelly told us, 
is an association of producers and distributors 
of industrial, educational and governmental 
films, comprising eight separate companies. In 
no way a monopoly, the Guild engages in very 
hot competition with quite a few other large pro- 
ducers and groups of production firms. To show 
the extent of sponsored film activity in Great 
Britain now, Guild clients include 13 govern- 
mental departments and some 53 industrial spon- 
sors, among them such well known names (to 
Americans) as Babcock & Wilcox, Bakelite, 
Chase & Sanborn, Dunlop Rubber, Ford, General 
Electric, Hoover, Kolynos, Nestle’s, Pepsodent 
and Standard Brands. 


Sponsor Gets Choice of Producer 

Through its component units, the Guild offers 
sponsors a complete service, including initial 
consultation on treatment, choice of producer, 
supervision of production, firm, guaranteed quo- 
tations, centralized, efficient accounting, and dis- 
tribution service through theatrical or non- 
theatrical channels. 

Answering an obvious question, Mr. Pelly 
said that each of the production units was espe- 
cially equipped for a particular type of work and 
there was no friction about the Guild’s selection 
of producer to meet the client’s needs. Besides 
which, many of the producers have their own 
individual clients, may individually solicit others. 

Benefits to the producer include an accounting 
staff, a large, fully equipped studio (Merton 
Park), a cartoon and animation unit (W. M. 
Larkins & Co., Ltd.) and pooling of such neces- 
sities as casting, music, transport, insurance, dis- 
tribution service, equipment sales and service and 
private screening rooms. 


Enterprise Story With Light Touch 

Mr. Pelly demonstrated the effectiveness of the 
combine by screening several recent Guild films. 
All were very good, but one in particular, Enter- 
prise, sponsored by Imperial Chemical Indus- 
tries, struck all who saw it as one of the most 
effective and delightful expositions of the free 
enterprise system ever filmed. It is, essentially, a 
cartoon comedy, but more than that, it seems to 
combine the best talents of Walt Disney, Gilbert 
& Sullivan and Ogden Nash. 

Free enterprise, as seen by Imperial Chemical 
Industries (the largest industrial concern in 
Great Britain) is not a holier-than-thou business 
to which all must pay solemn lip service, but just 
a good proposition for the nation and its citizens. 
But enterprise, being a sound, workable deal, can 
be perfectly human, and, at times, take a good 
natured ribbing. Why is ICI a big company? 
Looking overseas at its monster competitors, it 
says, “we've got to be big, or those giants will 


pinch our clients.” What about the bosses? 
You'd expect to find them in the brain depart- 
ment, and, there they are, Good Chaps, but 
stuffy, what? 

Actually no stuffed shirts at all, the ICI bosses 
would seem to be about the smartest sponsors on 
either side of the Atlantic. 

Mr. Pelly, himself over to pinch a client or 
two, has demonstrated to a lot of us that the 
tongue-in-cheek is more believable than the foot- 
in-mouth. We wish him good luck. 


Stereoscopic Films Draw Capacity Audiences 
* The three-dimensional film program presented 
this year at the Festival of Britain in London 
was recently cited as the outstanding film audi- 
ence attraction, constantly playing to capacity 
crowds. Good U.S. business idea, too. 


Atlantic Refining Film Catalog Sets 
Standard for Public Relations Contribution 
* The colorful and well-designed Film Lend- 
ing Library Catalog of the Atlantic Refining 
Company, Philadelphia, merits attention on two 
counts; 

(1) Its attractive format and good arrange- 
ment of program material is a most creditable 
reflection on the company’s public relations and 
advertising. Good printing and _ well-selected 
typography combine to set a good example for 
other sponsors contemplating such literature. 

(2) Only a comparative few of the films 
listed are the sponsor’s own. The great majority 
of titles offered are of general program interest 
and made available as a pubilc relations gesture 
to “churches, schools, civic clubs, and business 
groups.” A $1.00 service fee is charged on each 
shipment of films, to “partially cover cost of 
handling.” 

Eye-Witness Report on European Film 

Festivals by Former Commercial Film Writer 
* Included in the pages of this issue (begin- 
ning on page 24) is an eye-witness report on 
recent European film festivals at Edinburgh, 
Venice and The Hague as observed and re- 
ported for Business Screen by Bill Betts and 
Sylvia K. Cummins (Mr. and Mrs. Betts). 

Bill Betts disappeared from the commercial 
film scene three years ago to explore the field 
of the scientific film. He joined the Audio- 
Visual Production Services of the Communi- 
cable Disease Center in Atlanta, Ga., an activity 
of the U. S. Public Health Service, where he 
has been a project supervisor, writing and di- 
recting medical films, especially in the fields of 
virology and hematology. One of his films, 
Chick Embryo Techniques, was included in the 
international screenings this year. 

His wife, Sylvia K. Cummins, is also a film 
maker, schooled in the British documentary 
tradition. During the war she produced theatri- 
cal documentaries for the Ministry of Informa- 
tion and Anglo-American film projects for the 
Office of War Information and the Ministry of 
Information. Currently she is also a project 
supervisor making public health films in Atlanta. 

At the International Scientific Film Associa- 
tion Congress held in the Hague last month, 
these people participated in the activities of the 
Medical, Appraisal, Research and Social Sci- 
ence committees, and are now undertaking to 
encourage active American participation in the 
work of ISFA, The industrial film is of particu- 
lar interest to this international organization. & 
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ARE YOU SHIFTING TO 


DEFENSE PRODUCTION? 


WHATEVER your products or services, you 
are or will become directly or indirectly involved in 
matters of defense. 


CONVERSION AND INDOCTRINATION 


in your business. will call for drastic adjustments. 


SOUND MASTERS is, right now, applying 
its KNOW-HOW and CAN-DO to the production 


of the type of films that can also help YOU solve your 
basic problems — 


CET US TALK WITH YOU 


PERSONNEL films can attract desirable 


employees and cut down turnover. 


TRAINING films can teach new workers and 


adapt the skills of o.d employees to new operations. 


PUBLIC RELATIONS films can reach the 
world beyond your shops and plants with the story 
of your place in industry TODAY. 


—WE HAVE SOME GOOD IDEAS 


Sound Masters, Inc. 


ESTAB. 


1937. 165 WEST 46TH STREET — NEW YORK 19. 
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MOTION PICTURES 

SLIDE FILMS 

TV SHORTS AND | 
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For Instant Movability 


and Advanced Design 


“HYDROLLY” 


{TV or Camera Dolly) 


Hydraulic lift type for fast up- 
ward and downward motion 
of TV and Motion Picture 
cameras. Lightweight—sturdy 
—easily transported in a sta- 
tion wagon. Fits through a 
28” door. Adjustable leveling 
head. In-line wheels for track 
use. Steering wheel and floor 
locks. 


VARIABLE SPEED MOTOR with TACHOMETER 


16mm or 35mm 
IMMEDIATE DELIVERY 


Any combination of sprockets assembled 
to your specifications. Sturdy cast alumi- 
num construction. Foot linear type, with 
frame divisions engraved on sprockets. 
Contact rollers adjusted individually for 
Pp film tact. Fast fingertip roller 
release, sprocket shaft slip lock, complete 
with footage counter. 


for Cine Special Camera and Maurer Camera 


115 V. Universal Motor—AC-DC 
Variable Speed 8-64 Frames 
Separate Base for Cine Special 
Adapter for Maurer Camera 


INTERCHANGEABLE MOTORS: 


12 Volt DC Variable Speed 8-64 Frames. 
115 Volt AC: 60 Cycle, Synchronous Motor, 


Single Phase. 


Animation Motors for Cine Special, Maurer, B & 
H, Mitchell Cameras, Motors for Bolex and Filmo 


Cameras, and Time Lapse Equipment. 


e LENS COATING 
STOP CALIBRATION 


@ DESIGNING and MANUFACTURING 


of lens mountings and camera equipment 


for 16mm and 35mm cameras. 


e@ BAUSCH & LOMB 


TV Cameras. 


@ RENTALS — SALES — REPAIRS: 
Mitchell, Eyemo, Bell & Howell, Wall, Cine 


Special Cameras. 


Write for full information and prices 


NATIONAL CINE EQUIPMENT, Inc. 


NEW YORK 10, N. Y. 


20 WEST 22nd STREET 


“BALTAR" 
LENSES and others for Motion Picture and 


NAVA Directors Vote to Continue ‘‘Open’”’ 
Attendance Policy At Annual Chicago Trade Show 


ANNUAL National Audio-Vis- 


ual Trade Show will continue to 
be “open” to attendance by quali- 
fied audio-visual specialists from 
the educational, religious and in- 
dustrial fields, it was announced by 
J. Ken Lilley, president of the Na- 
tional Audio-Visual Association, 
following the regular fall meeting 
of the board of directors in Chicago, 
November 9 and 10. 

The board of directors estab- 
lished the basic policy that audio- 
visual organizations of all types will 
continue to be invited to hold their 
own separate meetings concurrently 
with the NAVA show in order that 
the national convention will be of 
maximum benefit to the entire 
audio-visual field. The 1952 con- 
vention will be held at the Sherman 
Hotel in Chicago, on August 2 
through 5. 


To Encourage Local Groups 

Beginning in 1952, NAVA will 
undertake a program to encourage 
the formation of local associations 
of audio-visual dealers, based upon 
the highly successful pattern estab- 
lished by the Pacific Northwest 
Audio-Visual Dealers’ Association. 
The Pacific Northwest association 
is being requested to prepare a 
complete manual, for publication 
by NAVA, which will assist NAVA 
members in the formation of their 
own local or regional groups. It is 
intended that these local groups will 
not in any way compete with local 
film councils or societies, but will 
aid all such local or regional func- 
tions as may be possible. 

A new position of chairman of 
the board was created at this meet- 
ing through a change in NAVA by- 
laws which has been in process 
since the 1951 convention. Under 
the new rule the immediate past 
president of the association will 
automatically become chairman of 
the board of directors for the term 
of his successor. The first person 


te fill the new office is Hazel Cal- 
houn Sherrill, who assumed the 
chairmanship of the board imme- 
diately upon passage of the by-laws 
change. 
Discuss NAVA Film Conference 
The possibility of establishing an 
annual “NAVA Film Conference” 
in New York City, to serve as the 
central meeting of the 16mm enter- 
tainment film business, was dis- 
cussed. An opinion survey is to be 
conducted among NAVA members 
to determine whether or not the 
film conference should be held. 
Plans for a fourth annual NAVA 
Survey of Dealer Operations and 
Salesmen’s Compensation were 
established, and Robert L. Shoe- 
maker of DuKane Manufacturing 
Corporation was highly commended 
by the board of directors for his 
excellent work on the 195] survey. 
NAVA officers and directors pres- 
ent at the November 9-10 meeting, 
in addition to Ken Lilley and Hazel 
Sherrill, were: Jasper Ewing, Sr., 
of Jasper Ewing and Sons, New 
Orleans, La.; Jack Lewis, of the 
Lewis Film Service Department, 
Lawrence Camera Shop, Wichita, 
Kans.; Toby Chandler of “The” 
Film Center, Washington, D. C.; 
Alan Twyman of Twyman Films, 
Dayton, Ohio; John Moore of 
Moore’s Motion Picture Service, 
Portland, Ore.; Herschel Smith of 
Herschel Smith Company, Jackson, 
Miss.; Ainslie Davis of Mountain 
States Sound and Visual Products 
Co., Denver, Colo.; Norman Grimm 
of Grimm- Williams Co., Little Rock, 
Ark.; Carroll Hadden of Hadden 
Films, Louisville, Ky.; and Frank 
Vydra of Vydra Visual, Chicago, 
Ill. Representing NAVA Advisory 
members at the meeting were W. A. 
Moen of Bell and Howell Co., Chi- 
cago; E. N. Nelsen of Coronet In- 
structional Films, Chicago; Howard 
Marx of Ampro Corporation, Chi- 
cago; and Gil Heck of Da-Lite 
Screen Co., Chicago. 


You should own the McGraw-Hill book 
FILMS IN AND INDUSTRY 


HENRY CLAY GIPSON 
FILMFAX PRODUCTIONS 


Filmfax produces motion pictures and slide- __ 
films for all business purposes but special- 
izes (with a production background of over 
220 titles) in color filmstrips for use in 
education. 


$4.50 postpaid from FILMFAX PRODUCTIONS, 10 East 43rd St., New York 17, N.Y. 


President of 
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and hit it right on the nose 


3% motion pictures, slidefilms, visualizations, training materials 
Venti-Davis, Inc., 152 East 40th Street, New York City, MU 9-1684 
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We Visited the Film Festivals 


PERSONAL NOTES AND COMMENTS ON THREE EUROPEAN EVENTS 
AS REPORTED BY SYLVIA CUMMINS BETTS AND WILLIAM BETTS 


EDUCED {o its lowest common denomina- 
ator, a film festival is the gathering to- 
gether in one place of supposedly the 
best of the world’s production. It would seem 


therefore that film would be alike 
whether they were held in Metuchen or Meck- 


festivals 


lenburg. This, however, isn’t true, even when 
the program material is duplicated. The atmos- 
‘ phere of the sponsoring city creeps in. The goal 
of its organizers has its effect . . . and the atti- 
tude of its audience. It is quite a shock to. dis- 
cover that a film you might have admired in 
Venice seems rather trite in Edinburgh, but 
that’s the way it is. 
It is difficult to put your finger on the reason 


tion designed to publicize films and their pro- 
ducers. It is an important promotional affair. 
It is looking for the opportunity to bestow 
prizes . . . cash . . . honorable mention . 
special award. Eyes are shut to the fundamental 
fact that no two films can be compared unless 
they happen to be on the same subject, and that 
isn’t practical from the standpoint of festival 
programming. Hence the special awards for any 
creditable films, and~hence the atmosphere of 
the contest, and the publicity agent’s arena. 
Edinburgh, on the other hand, is a festival 
for film-makers and others who have an intense 
interest in learning what the film itself has to 
say and how it says it. There are no prizes, and 


for this until you look beyond the festival itself 

. until you examine its setting, its history, 
and its intent. Then you find that the Venice 
Biennale, for instance, is a glamorous proposi- 


there is no plush. The showings are well organ- 
ized, impressively attended, and most important 
of all, thoroughly discussed in lobbies, neighbor- 
ing restaurants, and especially at Film House 


LI 
LEST UcTIONS. 
AND 
new YOR™ 130 

MINEOLA. 


s204 st. 


where the most ardent enthusiasts gather after 
every showing to compare notes. There it is 
seldom that any film is dismissed simply as 
good or bad. Its construction is examined as 
thoroughly as its message. What is worthwhile 
in technique is sought and admired. What is 
inadequate is ruthlessly exposed. The Edinburgh 
Festival is a film-makers’ mecca. 
Scientific Film Congress Is Different 

The International Scientific Film Association 
Congress, usually referred to as ISFA, bears no 
resemblance to any existing festival. Here the 
actual film show becomes of secondary impor- 
tance. Emphasis is on the role that the scientific 
film should fulfill, and its problems are brought 
into sharp focus by a relatively small group of 
practical film-makers, and film specialists. Lay 
participation is not encouraged. Film showings 
are limited to professional groups who have an 
interest in the subject matter as well as an in- 
terest in intelligent utilization of films for the 
transfer of information. 

The days at the ISFA Congress are long, ar- 
duous, and exhilarating. From early morning to 
midnight you are occupied with committee work 
attacking the problems that confront us in film- 
making, distribution, international exchange, 
fair and intelligent appraisal, standard catalog- 
ing methods, exchange of production informa- 
tion, and research in film techniques as well as 
in film content. 

ISFA is for those with the broadest possible 
interest in the scientific film, what it can do to 
(CONTINUED ON PAGE TWENTY-SIX) 
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To: Leslie Roush 


Dear Les: 


Why not let us print the 
letter? 


—R. S$. 


LESLIE ROUSH PRODUCTIONS, INC - 333 W. 52ND ST.- NEW YORK 19 | 
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See for yourself why Ansco Color Type 238 


is America’s finest duplicating film! | ik 


Compare with all others for: 
® finer, sharper definition! 
® faithful color reproduction! 
® cleaner, WHITER whites! 
® high-fidelity sound! 
PLUS fast processing service through New York, 
Chicago and Hollywood. 
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YOU don’t have to take anyone’s word for the 
unmatched advantages of this great new Ansco 
Color Duplicating Film. Just authorize your 
laboratory to make up your next order on 
Ansco Type 238. Then you'll see the difference 
—more clearly than a thousard words could 
tell! ANSCO, Binghamton, N. Y. A Division 
of General Aniline & Film Corporation. “From 
Research to Reality.” 


Ask for 


Ansco Color 


16MM DUPLICATING FILM 
TYPE 238 
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PRODUCTION LINES 
The Seript’s the Thing! 


There's one element in film-making which, 
we believe, is of first importance. First, be- 
cause it’s the first step—and because all the 
steps which follow are dependent on its 
effectiveness. A good seript—or scenario—is 
a “blueprint” for production—a poor one 
can’t be rescued by the most beautiful pho- 
tography in the world. The implements are 
just a typewriter, a pair of hands, and a 
THINKING, LOGICAL BRAIN. A BRAIN 
that can visualize the client’s problems and 
objectives—then resolve those problems and 
reach those objectives in the time allotted. 


A BRAIN that recognizes audiovisual as one word 
~—knows that picture and sound should be so inte- 
grated as to produce a complete whole; a BRAIN 
that uses the devices of the medium intelligently— 
rather than wasting techniques in ways which serve 
no purpose, or which even detract from the message. 


This is the challenge to the writer in our industry .. . 
he is in the position of an architect—he is the “designer” 
of the production. He can use or abuse the multitude 
of techniques at his disposal. There’s plenty of latitude 

but there are restrictions, too. 


When you build a house—your architect has a 
REASON for including each hallway, window, nook 
and cranny. He has a REASON for advising that 
you add certain refinements, like indirect lighting, 
which might lift your house out of the ordinary. The 
seript writer, too, should have a REASON for calling 
for a zoom shot, a montage, an optical effect, or an 
extreme closeup. Like the architect, he has many 
ingredients to work with—but his BRAIN, combined 
with experience, and a knowledge of your needs, 
should enable him to blend these ingredients with 
discretion. 


You may want to build a simple, straightforward Cape 
Cod house—or you may visualize a Georgian mansion. 
Each, of course, must be built within a budget. Films, 
too, must be built within budgets. And the writer is 
the planner of the building process. So he must design 
your picture within the budget. 


When you place a business film contract, you need 
to know that the “designer” has a full understanding 
of your needs, and that he is a true craftsman in the 
film medium. That he knows how to make films 
FUNCTION—hat he builds into your scenario only 
those elements that are FUNCTIONAL. 


YOU CAN TRUST DALLAS JONES PRODUC. 
TIONS TO DESIGN SLIDEFILMS AND MOTION 


PICTURES THAT 
FILMS DESIGNED 
YOUR NEEDS AND 
FOR OUR MEDIUM, 


ACHIEVE YOUR PURPOSE 
WITH A CONSCIENCE FOR 
BUDGET, AND INTEGRITY 


YOU CAN BE SURE THAT YOUR SCENARIO 
IS A TRUE “BLUEPRINT’-WHICH WILL MA. 
TERIALIZE INTO A FILM OF UNEXCELLED 
QUALITY. 


CALL ON US FOR SCREENINGS. 


DALLAS JONES 


PRODUCTIONS 
1725 N. Wells St., Chicago 14, Ill. 
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Film Festival Letter: 
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spread factual enlightenment, and how it can 
best be accomplished. Attendance and participa- 
tion in an ISFA Congress is a privilege, an op- 
portunity, and a responsibility that should be 
ardently pursued by anyone whose interest goes 
beyond the mere making of a living through the 
production and/or distribution of films. It is no 
place for the superficially informed or the 
charlatan. 

So much for an over-all view of three Euro- 
pean film festivals. Now, what of the films they 
exhibited. 


Kashmir Film Answers the Critics 

Interestingly enough, the best film we saw 
abroad this year was not shown at any festival. 
It is a report on the situation in Kashmir, pro- 
duced by Editorial Film Productions in London. 
Here is a brilliant and fearless report in the true 
documentary tradition, and a positive answer to 
the lament that is current among the documen- 
tary leaders that films today are “drab, expensive 
and cliche-ridden sponsorial outpourings.” 

At the other end of the scale is a festival- 
exhibited American film introduced by its pro- 
ducer as “poetry . . . with no special meaning.” 
Need more be said regarding such pretentious- 
ness? 

On the same program of experimental films 
(made up mostly of U.S. films) was another 
American product, Coney Island, that despite its 
length and split personality, was a rollicking ex- 
perience in cinema. 


Audiences Want Facts, Not Propaganda 

But back to the British laments. “The old fire 
is gone.” “No films are emerging on the larger 
themes.” “Documentary has become stale and 
These are criticisms that the British 
are hurling at themselves, and perhaps unjustly 
in view of the evolution that seems to have de- 
veloped in film audiences. Audiences today 
seem not so interested in having films that will 
do their thinking for them. They respond in- 
stead to facts, new knowledge that only the fac- 
tual film can supply. When faced with “propa- 
ganda” they become suspicious, and __ this 
resistance may have spelled the death of the 
documentary in the old tradition. 

Speaking of propaganda, there was a Russian 
film shown at the Edinburgh Festival, Kublan 
Kossacks. It was a sort of Russian version of 
Oklahoma, built around the annual harvest. The 
first reel of the production embodied the whole 
story of wheat harvesting, and presented the 
liveliest film cutting to music that could be seen 
anywhere today. The first reel was nothing less 
than brilliant, and it was factual. The succeed- 
ing reels, however, abandoned fact for propa- 
ganda. The film not only fell to pieces but with 
it went the politeness that is usually customary 
with international audiences. 

One of the cleverest films the British had on 
display was a cartoon called Enterprise, pro- 
duced for the International Chemical Industries. 
The animation was excellent, and the rhymed 
narration embodied an extraordinary sense of 
humor. It was sheer fun to watch this film, but 
it was received at Venice with complete apathy. 


lifeless.” 


The information film without an axe to grind 
predominated throughout all the European fes- 
tivals. There were no heroics among the out- 
standing films from any of the countries. There 
was, of course, great craftsmanship. France’s 
bid for a place in the celluloid sun was made 
with En Passant Par La Lorraine, a sociological 
study of an area of France; and Mon Ami 
Pierre, and Chico, Le Pecheur, two studies of 
the life of a fisherman in different parts of the 
world. 

The scientific films contributed by Italy were 
almost clairvoyan: in their clarity. Without 
knowledge of a single word of the language, it 
would be impossible not to comprehend the whole 
story of such films as La Cocciniglia Di San 
Jose or La Clinica Del Libro .. . a truly severe 
test for any film. 


Shell Continues Leadership Tradition 


The Shell Film Unit continues to make the 
most outstanding contribution to what we classify 
as “commercial” films. Their promotion is al- 
ways so subtle as to seem non-existent. It never 
goes beyond the use of a petroleum product to 
achieve some end, and the end is invariably a 
memorable film subject. This year’s History of 
the Helicopter is no exception. 

Shell was also responsible for the most dis- 
cussed film at the festivals although Basic Films 
executed the production. Forward a Century 
tells the story of a century’s progress in Great 
Britain and employs a technique that is startling- 
ly effective when intelligently executed. The his- 
tory of Victoria’s reign is told entirely through 
the use of old engravings with the camera supply- 
ing the movement. The camera movement and 
editing in this particular film has been so skill- 
fully conceived that much of the material couldn’t 
have been more effective in live action. 

This technique was also employed in a number 
of other films to the point of being overworked, 
and in none of the others was it comparably 
successful. 


Two Outstanding New British Films 
Two cther British films that deserve extra ap- 
plause are The Story of the Brabazon, a factual 
documentation of the construction of Britain’s 
new super air-liner, and Science in the Orchestra, 


(CONTINUED ON PAGE FIFTY-THREE) 


electroslide 


Only completely aut ie 750-1000 watt 2x2 
slide projector with remote control. Takes 48 
slides. Available with cabinets, “in-a-case” slide 
presentations. For displays, sales, schools, lec- 
tures. A modern display tool. 


Write SPINDLER & SAUPPE 


| 2201 Beverly Blvd. 
for brochure — 1s Angeles 4, Calif. 
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for outstanding performance... 

the KODASCOPE PAGEANT SOUND PROJECTOR 
puts your 16mm. movies on the screen with 
sparkling brilliance— affords high-fidelity sound 
reproduction. Simple guided threading ossures 
easy operation. Lubricated for life, ruggedly 
built, yet light and compact, the entire unit goes 
into one handsome case weighing only 33 
pounds. Price, $400. 


Nz top-quality sound distribution 
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NEW KODAK MULTI-SPEAKER UNIT 


extends flexibility of Kodascope Pageant 
Sound Projector; provides 3 extra speakers 


Regardless of where you show your 16mm. sound movies, you want to 
be sure that your audience gets the message. Sound distortion, resulting 
from too much amplification or poor acoustics, annoys listeners, hence 
often destroys the effectiveness of the presentation. 

To help you eliminate these difficulties, Kodak now offers a new 
Multi-Speaker Unit which combines three speakers in one case. With 
your Kodascope Pageant Sound Projector, this gives you a versatile, 
four-speaker setup. Placed at selected locations around a room or hall, 
they produce effective sound distribution even under adverse acoustical 
conditions. 

Each of the three 8” speakers is mounted on an individual baffle. One 
speaker carries a 35-ft. cord, the other two, 45-ft. cords, complete with 
connectors. When assembled, the 3 speakers make up into a compact 
carrying case weighing only 17 pounds. The complete unit matches the 
Pageant exactly in appearance and contains space for a 2000-ft. film reel. 
Price, $92.50. 


Prices are subject to change without notice and include Federal Tax 
applicable w this advertisement was released for publication. 


| 


| EASTMAN KODAK COMPANY, Rochester 4, N. Y. 47 | 
| Please send me: () complete information on the new Kodak Multi- | 
| Speaker Unit; your folder, Kodascope Pageant Sound | 
| Projector."’ | 
| NAME POSITION | 
| company | 
STREET. | 
city STATE | 

| (ZONE) | 
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“THE CHICKEN OF TOMORROW” 18 mins. 
In color, describes the efforts to breed a better meat 


fowl. Contains an unusual sequence on the growth of 
IN a chicken embryo. 
tacts, a 


To vou” 

ractor maint nd aS 

with trouble-shooting sequences presented. in ‘animated 
rawings. 
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EGULARITY OF PROGRAMS has become 
the rule governing the ever-expanding 
use of the visual medium in U. S. and 

Canadian business. In an increasing number of 
U. S. business concerns, motion picture and 
slidefilm programs are being integrated into the 
advertising, sales and training programs as part 
of the package. There is plentiful evidence, as 
yet, of the “spur-of-the-moment” picture, whether 
dictated by whim or by special situations. But 
it is to the planned-program economy that to- 
day’s business film producers look forward. A 
permanent part of their credo has been recogni- 
tion of professional status among their fellows 
only after “repeat performances” for the same 
client. 

Two noteworthy factors give further indica- 
tion of the factual film’s expanding economy: 

(1) The self-equipped audience in the U. S. 
alone is nearing the 400,000 mark as additional 
thousands of new 16mm sound motion picture 
projectors go into schools, industry, community 
groups, and rural centers. 

(2) The popularity of sponsored films is 
manifest in the growing number of current pro- 
grams where print totals exceed 1,000 each. 


Additional Audience Outlets Widen Use 


The better quality of today’s sponsored films 
has found ready acceptance for many of them 
among the nation’s theatres as well as for sus- 
taining use on television stations. Very definitely 
there are a minimum of 8,000 to 10,000 theatri- 
cal outlets for a good sponsored film which the 
theatre manager feels his audiences will like. 
There’s no fee involved excepting the cost of spe- 
cialized print distribution services necessary to 
serve this nationwide channel. 

The same conditions of quality and interest 
govern the success of the sponsored film among 
existing television stations. News of the early 
lifting of the present construction freeze will add 
impetus to this demand for program material 
necessary to maintain t.v. schedules. 


Producer Facilities Remain Constam 


The flood tide of would-be television film pro- 
ducers which reached its crest last year has sub- 
sided with comparatively little effect on the busi- 
ness film production situation. The ‘established 
companies remain and the number most active 
throughout the country scarcely exceeds one 
hundred with half that number doing the bulk of 
the business. 

The pressure of rising costs of labor and mate- 
rials has not been any incentive to creative ex- 
perimentation however. Sponsors as well as 
producers are leery of originality, it seems. And 
yet the latent power of audience interest which 
favors the sponsor of the most interesting new 
film would seem to encourage new ideas and new 
ways of putting ideas on the screen. It is far less 
expensive to try a Fantasia or another Nanook 
where the risk is not dependent on a boxoffice 
dollar return. 


Two Thousand 16mm Film Libraries 


A new U. S. Office of Education report just 
out lists 2,002 16mm film libraries in the United 
States, including both commercial and educa- 
tional sources as well as some religious and gov- 
ernment agency libraries. This widespread dis- 
tribution of film outlets gives further indication 
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MULTIPLE Set ARRANGEMENTS at a Canadian film studio show production 
arrangements for “Local 100,” a recent National Film Board motion picture. 


The Expanding 


EVER-INCREASING AUDIENCES AND INTEREST IN SPONSORED FILMS WIDEN FIELD 


of the 16mm audience at large. Of these, busi- 
ness was finding the specialized commercial serv- 
ices maintaining controlled sponsored film dis- 
tribution with attendant regulatory practices and 
reporting systems as the most practical way of 
getting the fewest number of prints into the 
greatest number of group audiences. 

Print expense, enhanced by the coritinued 
trend toward color in publicly distributed spon- 
sored films, was certainly a major factor in the 
expanding business film economy. Slowed-up 
parpel post operations of an economy-minding 
Post, Office Department underscores the impor- 
tance of saving print travel time to and from 
available audiences and indicated the wisdom of 
placing print collections nearest to audience 
concentrations. 


More Sponsors Turn to Distributors 

One major commercial film distributor was 
serving 126 current sponsors offering nearly 200 
individual titles; altogether there were several 
hundred major sponsors circulating large num- 
bers of prints to the existing audiences. Another 
thousand companies were offering from one to 
three subjects each. A single sponsor had as 
many as eleven new pictures (produced within a 
year and-a half) in circulation through commer- 
cial libraries with a total print investment of 
nearly 2,000 16mm color films in circulation. 

Promotional literature backing up these film 


programs was al:v assuming sizeable proportions 
this year. Single runs of 50,000 to 100,000 pro- 
motional leaflets were commonplace. Booklets, 
teachers’ guides, tie-in pieces of all types were 
helping make film showings a more memorable 
experience for their audiences. Bulletin boar 
and poster ideas were also being employed to 
increase audience attendance and interest. 


Today’s Dollar Actually Buys More 

In another recent survey, 73% of companies 
using the film medium indicated that they would 
either increase or maintain their film programs 
in the year ahead. Of this total, 32% indicated 
an increase. 

In this inflationary period, sponsors might 
easily figure that today’s picture dollar would 
buy less in finished production and therefore less 
in the way of tangible results from the available 
budget. The opposite is true because the tremen- 
dously increased audience is now delivering 
many times the potential response for each pic- 
ture dollar expended. A few daring souls within 
sponsoring film departments were pointing out 
that film budgets were even beginning to chal- 
lenge the magazine advertising dollar. Here's 
how it works: 

In 1946-47, one major user of sponsored films 
in the lumber industry was expending $100,000 
in annual distribution and attaining slightly over 
( CONTINUED ON THE FOLLOWING PAGE ) 
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Waldorf Preview 

of New Ford Films: 
¢ Educators, public 
officials and press 
joined together last 
month at the N. Y. pre- 
miere held at the Wal- 
dorf-Astoria of the new 
Ford Driver Training 
film series now avail- 
able to schools as an 
aid to basic driving in- 
struction. Six 10-min- 
ute films are in the 
series. (see Col. 3) 


BUSINESS SCRE 


PRODUCTION ASSIGNMENT AIDS“CARE” 
(Ricut) Richard Reuter, assistant executive di- 
rector of CARE, Mrs. John Whitehurst, vice- 
president of the General Federation of Women’s 
Clubs (seated), Robert F. Davis and Tony Venti, 
president and vice-president of Venti-Davis, Inc.. 
producers, discuss a scene in one of the currently 
showing CARE motion pictures now rolling on 
the nation’s t.v. networks. Films were shot by 
Venti-Davis ‘to inaugurate drive by 16,000 
women’s clubs on behalf of CARE packages. 


Bell & Howell “200” Camera Wins 
Motion Picture Art Directors Award 


(Lert) President Charles E. Perey of Bell & 
Howell (right) accepts the Society of Motion 
Picture Art Directors’ 1952 Award for outstand- 
ing design on behalf of his company’s new “200” 
camera. Robert Haas, president of the Society, 
made the award. Donna Reed, Hollywood star, 
is the decorative observer as art directors, com- 
pany executives and 500 Los Angeles area photo- 
graphic dealers look on. Jean Reinecke, noted 
Chicago industrial designer, created the “200.” 


(Lert) A serious- 
minded Jack Benny 
stops to chat with Atlas 
Film Corporation crew 
members Harry Peter- 
son (at camera): 
Charles Vance (State 
of Illinois): MacKen- 
zie Ward, director: 
and Al Hollahan, as- 
sistant cameraman 
during Illinois State 
Fair production. 


Expanding Film Budgets: 


(CONTINUED FROM THE PRECEDING PAGE) 
1,200,000 in the total audience. A large part of 
this audience had to be reached through the 
medium of “club shows” wherein the cost of an 
operator, projector rental and mileage brought 
many audiences into an $18 or $20 category 
apiece. Today the bulk of distribution is attained. 
through the enormously-increased self-equipped 
audience, backed up by sustaining television re- 
quests and the use of a theatrical short-version 
of this sponsor’s current film. Well over 10,000,- 
000 persons will be reached in the current year, 
a ten-fold increase for the same total budget. 

As costs of reaching these certified audiences 
drop from 10c a head to an approximate le per- 
person reached, it must also be remembered that 
films exhibited have held the undivided attention 
of these audiences from 10 to 29-minutes, de- 
pending on the version shown. 

Production costs lumped into such distribution 
returns show a sharp overall drop in the total 
cost of reaching the full maximum audience. 
This is the solid justification for today’s expand- 
ing film budgets and it will be to the advantage 
of all parties concerned—producer, distributor 
and sponsor—to give the utmost attention to the 
research and publication of. facts and figures 
proving this important potential. Ry 


if 
_| Ford Previews “Driver Training” 


| 


| Film Series for Classroom Showing 


Sponsor: Ford Motor Company. 

Title: Driver Training Series, six films about 
10 min. each, b/w, produced by MPO Pro- 
ductions in cooperation with the Ford Photo- 
graphic Department. 

* One way to cut traffic accidents is to eliminate 

the “back roads” amateur driving “teacher.” 

According to traffic safety officials, the funda- 

mentals of driving should be taught in a class- 

room and all new drivers should be familiar with 


‘the “ground rules” of operation, maintenance 


and traffic regulations before they ever get be- 
hind the wheel. 

Backing up this conviction, the Ford Motor 
Company has produced a series of training films, 
each presenting a separate phase of driving. The 
titles, which can be used separately or in series, 
are Parking the Car, Driving in the City, Driving 
on the Highway, Driving at Night, Care of the 
Car and Driving Under Adverse Conditions. 

Product of nearly a year’s work, the films de- 
pict correct driving techniques under a variety 
of road conditions. The entire project was con- 
ducted with the counsel of a committee. of edu- 
cators appointed by the National Commission on 
Safety Education of the National Education As- 
sociation. This committee made recommenda- 
tions on the areas to be covered by the films, 
checked the shooting scripts and reviewed the 
final work prints. A representative of the com- 
mittee served as technical adviser during the 
actual shooting of the films. 

The entire series of individual units can be 
obtained on free loan or purchased at cost (rang- 
ing from $12 to $21 per print) for classroom 
use from Ford Motor Company film libraries. & 
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Product premiere in three-dimensions. 


Stereo Product Preview 


1951 NASH FEATURED IN THREE-DIMENSION 


HEN OFFICIALS of Nash Motors were 

\ \ looking for a dramatic method of pre- 

senting the new features of the 1951 
Nash models, they discovered that they could 
solve some problems by using projected stereo 
color pictures. 

N. F. Lawler, director of advertising and sales 
promotion, and J. B. Huntress, advertising man- 
ager of Nash Motors, Division of Nash Kelvi- 
nator Corp., turned the job of production over 
to William B. French who used the highly skilled 
photographic staff and facilities of the Stereo 
Optical Company, Chicago, in the actual making 
of the stereo pictures. 

The assignment was very difficult inasmuch as 
the Nash cars used were the new models which 
had not as yet been announced, and cars had to 
be transported to and from locations in haul- 
away trucks under cover. 

Some 30 pictures were finally decided upon, 
and four complete sets assembled for the four 
announcement meeting crews who were to put 
on their shows in 22 key cities throughout the 
United States. Four of the large special Three 
Dimension Company projectors were supplied 
along with 4,000 pairs of polaroid viewing spec- 
tacles. In order to serve audiences up to 800 
people, special transformers and other equip- 
ment were used to develop sufficient light output. 

By employing advanced techniques, the Stereo 
pictures were mounted so that in some cases the 
feature or new product being shown appeared 


TypicaL Deacer Kirt laid out by Nash for follow- 


up use of 3-dimensional viewers. 
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to be 20 or 30 feet in front of the screen. In 
other cases, the car appeared to be several feet 
behind the screen in a diorama effect. 

At the end of the announcement program, 
drapes were pulled back and all new models and 
accessories were beautifully displayed for the 
first time to Nash dealers in that particular area. 

Included in this display was a table with five 
Sawyer Viewmaster units containing Stereo pic- 
tures of the new Nash automobiles. Dealers were 
informed that they could purchase a special Nash 
Three Dimension Picture Kit containing the 
Stereo Viewmaster and four reels or 28 pictures 
showing the entire line of colors and color com- 
binations as well as all models. 

Today all Nash dealers are equipped with this 
selling tool which is carried in the glove compart- 
ment of their demonstration car. The device is 
battery operated so it does not require an elec- 
trical outlet for its use. 

Members of the Nash organization have been 
enthusiastic with the results of this program and 
indications are that it will continue to be a 
major part of their promotional activities when 
automobile production justifies it. a 


Scene in “Thanks for Listening” 


Improving Your Telephone Manners 


Sponsor: The Bell Telephone System. 
Title: Thanks for Listening, 20 min., 
produced by Pathescope Productions. 
% Another recent Bell System addition to 
its motion picture library deals with prop- | 
er telephone usage for increased efficiency. 
Harry Loomis, the principal character in 
| Thanks for Listening, gets off to a bad 
| start at the office one morning due to his 


bad telephone manners. 
In the subsequent fantasy, much to his 
amazement, his telephone speaks to him 
| and suggests that he put himself in the 
place of other people in his organization 
| to handle some of the calls they receive. 
| Harry assumes roles ranging from stock 
clerk to boss and begins to grasp the im- | 
portance of proper telephone usage. In 
realizing his errors, he seeks to amend his 
ways so the telephone suggests he” handle 
several difficult calls that might be re- 
ceived daily in several kinds of businesses. 
At this point, Harry becomes, succes- 
sively, a doctor, hotel room clerk, railroad 
information clerk and, department store 
adjuster. In this process, he corrects his 
ways and begins his day over in a more 
efficient and pleasant way. The film is 
available on free loan through local Bell 
System business offices in your area. & 


Learn about safety in “Professional Portrait” 


Campaigning for Safety 


“A PROFESSIONAL PORTRAIT” AIDS TRUCKING 


RUCKERS’ LIVES as well as their pocket- 
4 hee depend on safe driving habits so the 

“professionals” in that vital field of trans- 
portation don’t take chances. To help keep them 
safety-minded and at the same time show the 
American public what’s being done on safety in 
the trucking industry, the National Highway 
Users Conference, Inc., has sponsored A Pro- 
fessional Portrait, recent 26-minute sound motion 
picture produced by Wilding Picture Produc- 
tions, Inc. 

A training picture for truck drivers, this film 
stresses attitudes, responsibilities of the job, care 
of equipment, respect for laws and regulations, 
safety and courtesy. In so doing, it reminds the 
layman that these things are part of the code of 
the commercial transportation industry. 

The familiar vehicle of a newspaper reporter's 
assignment ties the plot story of Professional 
Portrait to a general overview of actual company 
activities. He visits trucking companies, talks 
with their drivers and attends their training 
schools. Through these experiences he learns 
that truckers generally respect the motorist— 
especially those who exercise good road judg- 
ment. 


America’s highways are too few and crowded - 


for anything less to help avoid the crushing toll 
of our traffic fatalities. Secure this film on free 
loan from the National Highway Users Con- 
ference, National Press Bldg., Washington 4, 
D.C, 


TruCKERS Know that safe habits depend on the 
right attitude and constant vigilance. 
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Mr. Burton (seated) and Harold Daffer, of the Honeywell staff, demonstrate on the versatile Vu-Graph 


Honeywell Uses Overhead Projection 


AS TOLD TO BUSINESS SCREEN BY WALTER A. BURTON 


HE Regulator 

Company serves ten regional offices and, in- 

directly, countless thousands of heating and 
ventilating experts throughout the wide field 
where its well-known precision controls are sold 
and put to use. Pictures in all forms, still and 
projected, motion and slidefilms, have been thor- 
oughly tested for some years past under the con- 
stant pressure of better communication of techni- 
cal and non-technical information. 

Of these visual tools none has performed its 
special tasks more efficiently and adaptably than 
the familiar “overhead” projector which com- 
bines the advantages of the slide projector and 
the blackboard. Mounted transparencies, flexibly 
interchangeable, help explain and identify con- 
trols, give cross-section views of their operations, 
show circuit diagrams. In the presentation of 
these, color is used to important advantage. One 
other key advantage permits the instructor or 
field man to stand in front of his audience where 
he can see and be seen. 


You Can Point to Key Material 


Presenting such technical data as circuit dia- 
grams, which play a big part in these electronic 
items, is made more effective by the use of a 
pointer at the projector. This does not require 
the speaker or an assistant to be at the screen 
which counts importantly when a meeting has 
to be conducted single-handed. 

Honeywell picked up the idea of using the con- 
venient “overheads” about two years ago when 
one of its vice-presidents participated in a panel 
discussion. Two other speakers illustrated their 
talks with this type of equipment and that 
marked their introduction to his company soon 
after his return. Now all ten regional offices have 
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Beseler Vu-Graphs and they are supplied regu- 
larly from the company’s own Photo Lab which 
does all the shooting and processing, both for 
black and white and for color. 


Field Equipment Creates Heavy Demand 


The presence of these projectors in field offices 
initiated a flood of requests . .. material wanted 
for sales meetings, service meetings, dealer meet- 
ings and similar educational sessions of all kinds. 
For example, one recent order called for mate- 
rial to be used in conducting a lecture at the 
University of California. 

Some of the things Honeywell learned are “old 
hat” to overhead users but worth repeating: 
(1) to avoid keystone effect on pictures don’t 
forget to use the extension arm furnished with 
your tripod screen, (2) a continuous parade of 
technical data is apt to become monotonous. The 


ProcressivE Disciosure plus a little glamour 
add to the interest of the visual program . 


boys won't object at all if you insert a bit of 
glamour now and then (see illustration below). 
(3) the Vu-Graph people offer a wide range of 
accessory tools including film which can be 
“etched” with a lead pencil or stylus to produce 
dramatic “negative” lettering. Plastic inks en- 
able you to prepare illustrations of all kinds in 
bright, contrasting colors. Successive layers of 
transparencies work most effectively to show 
cumulative stages of assembly or disassembly of 
products as they are lifted off or laid on one-by- 
one to show progressive stages. Register is very 
exact on such material at the projector. 


Here Are Some Internal Assignments 


Other typical program assignments at Honey- 
well included transparencies showing 1950 sales 
achievements by individual cities—used at the 
1951 regional sales meetings. The Public Rela- 
tions Department was assisted by the production 
of a program from their script which showed 
such material as a typical press conference, op- 
erations on the annual report, and a school 


TecunicaL Diacrams and mechanical parts read- 
ily lend themselves to overhead projection. 


campaign was described as well as an important 
aeronautical program for that department. 
During the period of eight months this year, 
Honeywell prepared about 1750 black and white 
slides, at a bare material cost of about 35c apiece 
and approximately 300 color subjects, costing 
about $3.50 each, exclusive of model fees. These 
were material costs. One thing is sure, the de- 
mand from the field and the job this form of 
visualization can accomplish indicates that it has 
a good future in Honeywell's operations. 


Here Conciupen as the full title appears on the 
lighted screen with the greatest of ease. 
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FUNDAMENTAL in good telephone selling is the 
point noted in this Minnesota Mining film. 


More Sales By Phone 


“TEL SELL” SHOWS "EM HOW 


Sponsor: Minnesota Mining and Manufacturing 
Company. 

Title: Tel ’n’ Sell, 15 min., b/w, sound slide- 
film, produced by The Jam Handy Organiza- 


tion. 


* A substantial amount of Minnesota Mining 
and Manufacturing Company branch office sell- 
ing is done by phone, and this sound slidefilm, 
Tel ’n’ Sell, dramatizes the fact that good tele- 
phone technique is good business. Produced by 
the Jam Handy Organization, the film shows 
branch office personnel how to make friends, 
create goodwill, make sales and increase orders 
when talking to customers on the telephone. 

The film points out that the ringing of the 
telephone is the end-result of the combined ef- 
forts of all the 3-M personnel responsible for 
creating, producing and promoting the com- 
pany’s products. Instruction follows as to what 
to do when the phone rings, how to answer and 
transfer calls, and how to use the phone to se'l 
3-M products and services and maintain good 
public relations. 


There’s a Well-Rounded: Package 

J. S. Crockett, sales training manager of the 
company, is using a packaged meeting program 
for 3-M branch offices built around the film 
which helps to keep Tel 'n’ Sell techniques in 
the minds of Minnesota Mining personnel at all 
times through the use of follow-up meetings, 
handout reminder cards, bulletin board pictures 
and “Tel ‘n’ Sellagrams” in the form of office 
memo pads. 

The slidefilm presentation is followed by a 
silent trailer which emphasizes the main points 
brought out in the film and serves as a basis for 
discussion and review. At the close of the meet- 
ing, each person in the audience is presented 
with a Tel ’n’ Sell calendar that serves as a con- 
stant reminder of good telephone techniques 
throughout the. year. 


Bulletin Board Pictures Follow Up 
Twelve bulletin board pictures stressing tech- 
niques mentioned in the film are included in the 
package with the suggestion that one picture be 
posted each week or two as part of the follow-up 
reminder. In addition, 12 different thought-pro- 
voking sayings are included—one for each month 


of the year—to be taped on each office phone 
below the dial. 

Through the use of the related Tel ’n’ Sell 
materials, Minnesota Mining and Manufacturing 
Company not only puts on an effective training 
meeting, but sees to it that the impact of the 
initial meeting gathers momentum until correct 


telephone techniques become a habit. 


Backing Up the Display 


BALLANTINE GETS TO THE POINT 


* A neglected side of promotion’s many power- 
ful tools is the point-of-sale display. Here’s a 
new P. Ballantine film that steps to the front with 
smart merchandising technique: 


Sponsor: P. Ballantine & Sons 
Title: Hi! Pardner, 30 min. b/w, produced by 


Pathescope Productions through J. Walter 
Thompson Company. 


* In this film, the potent, but much abused 
point-of-sale cardboard advertising display comes 
into its own. Much abused because it’s often 
soiled or kicked around as “only a piece of card- 
board;” unused because many distributors, sales- 
men and dealers don’t realize its sales potential, 
let it lay in the stockroom instead of getting it 
out on the counter where merchandise is sold. 


Point-of-Sale Displays Move Product 

P. Ballantine & Sons know that point-of-sale 
displays sell beer and ale and moreover, sell 
these beverages faster. This is why Ballantine 
spends hundreds of thousands of dollars each 
year to provide new, colorful and arresting dis- 
plays, working six months ahead to schedule 
them for mass appearance when they are most 
timely. The problem is to get the distributor- 
salesman-dealer combination to understand that 
in the cardboard point-of-sale piece, they have 
one of the best profit-producing tools available 
—if they use it properly. 

Hi! Pardner is an effective answer to this 
problem. It increases the salesman’s respect for 
the sales job the displays can do to help him 
and the dealer—win new custoraers, and to re- 
mind established Ballantine drinkers that “three- 
ring” time is now. It provides incentive and moti- 
vation for him to get out and pas; these con- 
victions on to the dealer who is the final arbiter 


Note THE Projectep BackGrounD which is one 
of the interesting techniques employed in produc- 
tion of this P. Ballantine film. 


on whether the card goes on the counter, or 
under the counter. 

The picture begins with the conception of a 
typical Ballantine card—the man in the ham- 
mock relaxing with a bottle of his favorite brew. 
He comes to life and—as a partner—carries the 
burden of selling his own case in a series of 
down-to-earth dealer situations, « 


They Get This Four-Fold Program 

Distributors and salesmen see: 1) How Bal- 
lantine point-of-sale advertising fits into the 
selling and merchandising scheme, 2) Why it 
is a valuable sales tool, 3) That placing it in a 
retail store involves a selling job, just as impor- 
tant as selling the merchandise, and 4) That it 
can be sold successfully. 

The film itself, is notable in being the first 
live action motion picture shot entirely with 
projected artwork backgrounds for both in- 
teriors and exteriors. But look carefully—other- 
wise you’d never know it. Not intended to create 
exact realism, the effect is as real and perhaps 
even more compelling than an elaborately con- 
structed set. 


Watch for More Ballantine Displays 

Hi! Pardner was first screened to key dis- 
tributors and salesmen last June in New York, 
Philadelphia and Boston, is now working down 
to hit every Ballantine distributor and salesman 
through a series of sales training presentations. 
Result By survey, many more counter displays 
are showing and more “Ballantine” is placed in 


market baskets and passed over the bar. Ga 


ANOTHER “ARTWORK” BACKGROUND projected with startling realism but a 
real budget-saver for P. Ballantine, the sponsor of “Hi! Pardner.” 
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Laprapor Retrieves Pintait for a memorable 
portrait in the new Remington film. 


Fall Sports Scenic 


Sponsor: Remington Arms Company. 
Title: Gunning the Flyways, 32 min, color, pro- 
duced by MPO Productions. 


* Nothing pleases a duck hunter more than 
reminiscing about his luck in past seasons. Noth- 
ing, that is, except being in the quiet chill of 
his blind when the birds come whirring in. 

Wherever he hunts, or for whatever waterfowl, 
the gunner this winter can re-live some exciting 
moments through a new film, Gunning the Fly- 
ways. 

Off the Connecticut shore in Long Island 
Sound, two hunters throw out their decoys, lie 
back in their kayak-like skiffs and await the 
black duck. Up in James Bay, Cree Indian guides 
stake out goose wings and honk at the Blue 
Goose, making a rare stop on its express trip 
from Baffin Land to Louisiana, while hunters 
lie skulking in the dwarf willows. In British Co- 
lumbia, hunters try for a half dozen kinds of 
waterfowl that wing down the valleys between 
mountains of the Coast Range. Farther south in 
the rice fields of the San Joaquin Valley, Cali- 
fornia, a gunner and his Labrador crouch down 
awaiting the pintail, In the grain fields near 
Albemarle Sound, North Carolina, the real 
honker, the Canada Goose, stops to feed on his 
way south. In the pin oak swamps near Stutt- 
gart, Arkansas, mallards, hungry for acorns, 
whiz through the treetops as they dodge the 
quacking hunters. 

Yes, there’s a lot of fine hunting in Reming- 


Serrinc Up Decoys in a British Columbia val- 
ley: scene in “Gunning the Flyways.” 


ton’s new film, some fancy retrieving by Labra- 
dors and Chesapeakes, even a recipe for cooking 
a wild duck. But better than this is just the op- 
portunity to be out in the flyways once again, 
feel the cold winds, and just see them go by, as 
wild and free as the scudding clouds. 

This is an appealing picture to see and listen 
to, (live sound adds immeasurably to outdoor 
films), but perhaps what waterfowl gunners will 
like best is the solemn, almost somber mood of 
the film. That’s what duck hunters are used to, 
the cold and the wet, the greyness of a dying 
year and the tragic but inevitable fall of a bird 
on the wing. "a 


Larry MADISON’s camera captures the fine art of 
hunter disguises for the field. 


A Top-Notch Sporting Film 
Tells Saga of Greentree Farm 


Sponsor: Greentree Farm (John Hay 
Whitney and Mrs. Charles S. Payson) 
Title: Greentree Thoroughbred, 30 min., 
color, produced by Bernard Livingston 

Productions. 


* Here is one of the most interesting 
sporting films to come out in some time. 
Of sure-fire interest to horse followers, it 
should prove fascinating to anyone inter- 
ested in animals. 

The production, itself, is top-notch. 
Photography is skillful, good narration by 
New York Herald Tribune columnist Joe 
H. Palmer, original score by Norman Dello 
Joio conducted by Daniel Saidenberg, 
maestro of the Connecticut Symphony. 

Basically, it is the behind-the-scenes 
story of the operation of a great stud farm. 
It shows the resources of the farm, the care 
and skill of scientific breeders and horse- 
men in raising a champion racehorse from 
birth to the starting gates. 

Startling scenes show the actual breed- 
ing of a Greentree brood mare and the 
birth of her foal. The little foal, remark- 
ably agile, is on its feet and nuzzling the 
dam soon after birth and in less than 24 
hours is gamboling about the paddock. 
These earthy, or clinical, parts of the film 
might prove too “strong” for some audi- 
ences, but they are handled with such hon- 
esty and compassion that few people could 
find anything really objectionable. 

Other scenes show great winners of the 
Greentree stable living in happy retirement 
at the farm in Kentucky. The film shows 
how the farm and the famous blue grass 
are maintained with scientific attention to 
all details. The two year olds go to Aiken, 
S. C., for final training in racing technique. 
Live sound sequences show the jockeys 
cajoling the youngsters into the starting 
gates for the first time. Payoff on all the 
care and training is shown as a Greentree 
horse, Capot, wins a big stake at Belmont 
Park. As owners John Hay Whitney and 
his sister Mrs. Charles S. Payson lead the 
horse to the winner's circle, the narrator 
harks back to Kentucky and Capot’s old 
groom saying, “That’s My Horse.” a 


Fururrry Winner, with Kinson up, is led 
into the winner’s circle by John Hay Whit- 
ney and his sister, Mrs. Charles S. Payson. 
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Farm and Sereen 


NEW FILMS FOR RURAL AMERICA 


* Rural America’s great factual film audience 
continues to be served by useful new sponsored 
films this month. Here are three notable ex- 
amples, briefly reviewed: 


Modern Farm Building Advantages 
Detailed in “Arch Against the Sky” 


Sponsor: Great Lakes Steel Corporation, Stran- 
Steel Division. 

Title: Arch Against the Sky, 25 min., produced 
by Wilding Picture Productions. 


% This new addition to the country’s agricul- 
tural film library produced for the Great Lakes 
Steel Corporation Stran-Steel Division by Wild- 
ing Picture Productions, details the Quonset 
farm building system of corn storage protection 
in terms that the average corn farmer can easily 
understand. 

As County Agent Porter sums up in the mo- 
tion picture: “Large yields through hybrid seed 
and the advantages of fast, low-cost mechanical 
picking mean a lot more now with controlled 
drying. Even in a year with normal weather, 
the farmer who adds this modern drying and 
storage system will get premium prices over his 
neighbors.” 

The picture is the result of considerable re- 
search in the field of corn crop storage and its 
relationship to other factors in corn profits such 
as seeding, harvesting, ete. 

Animated drawings are used to clarify many 
points including the principles of the Quonset 
farm building with its fan and wind-tunnel func- 
tion, method of design and steel construction. 

In the film, Ben Bell, a young ambitious corn 
farmer, is getting so close to a bumper corn 
crop that he’s beginning to worry something 
might go wrong the last minute. He recalls that 
last fall the corn was so dry at picking time 
that he left nearly 20 bushels an acre in the 
field. He talks to County Agent Mark Porter 
and learns how Quonset farm buildings protect 
his corn crop so that he can follow through by 
marketing when the time is ripe for profits. 

Arch Against the Sky is being released for 
free showings before agricultural, rural and 
other interested groups by the Stran-Steel Divi- 
sion, Great Lakes Steel Corporation, Detroit, 
Michigan. a 


BeLow: Scene in “Arch Against the Sky” 


|| Texaco’s Farm Audience Will See | 
Story of “Purebred” This Winter | 


Sponsor: The Texas Company. 
Title: Purebred, 25 min, color, produced by 
Audio Productions. 


* No company is more faithful to farm film 
audiences than the Texas Company. Never a 
season passes without a pleasant motion picture 
essay on some farm topic, This winter, at meet- 
ings held across the country, Texaco’s guests 
will be greeted with a story about the dairy cow, 
latest of a series that has seen films on apple 
growing, poultry, beef cattle and others. 

Full of useful information, but never pedantic, 
Texaco films are, first of all, entertainments. 
Purebred is one of the best. It tells about a 
pretty young girl who is given a Holstein calf 
to raise. She cares for it, feeds it and eventually 
earns a part of her college education from the 
milk money. 

As a young dairy farmer, she wants to know 
about other breeds of cows, visits neighboring 
herds with the county agent to see Guernsey, 
Jersey, Brown Swiss and Aryshire, as well as 
herds of purebred Holsteins like her own “Tulip.” 

Good shot: an outdoor night scene in color 
illuminated by light from a dance in the 
barn. 


|| “The Fifth H” Premiere in Chicago | | 


| During Annual 4-H Club Meeting 


Sponsor: The Sears-Roebuck Foundation. 

Title: The Fifth H, 30 min., color, produced 
by the Venard Organization. 

* Frances and C. L. Venard have made a life 

work of telling the true-to-life story of rural 

America and their latest effort, The Fifth H, 


“PuREBREDS” ALL oF THEM~-they represent the spirit of rural Amer- 
ica as the whole family turns out to welcome Trudy’s new cal{ “Tulip.” 


sponsored by the Sears-Roebuck Foundation, is 
a timely addition to the film tributes already paid 
the great 4-H Club movement by the Sears 
Foundation. Its formal premiere comes in late 
November, during the International Live Stock 
Show and the annual gatherings and awards of 
4-H Club youth in Chicago. The premiere will 
be held on November 29 at the Eighth Street 
Theatre there. 

Fifth H is built around the various 4-H Club 
Home Improvement projects and is based on 
actual records of the 4-H Awards Program in 
that area. Told in a narrative plot story, the 
film builds up to a typical presentation program 
at which 4-H girls tell of their accomplishments. 
The service rendered in leadership activities by 
local volunteers is dramatized and encouraged 
as one of these good Americans receives a Com- 
munity Service Award from her Chamber of 
Commerce. 

There is color and humor in this folksy rural 
piece. But there is also significant power in the 
fact that such pictures play to tremendous, 
freindly and effective audiences all across the 
land. That is another contribution which the 
Venard Organization helps make possible in this 
specialized field of its choice, 4a 


REWARD FOR SERVICE as the climax to the new 
4-H Club film just completed by the Venards. 
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Their plant scored a no-accident record after the death of a fellow worker. 


Safety: Personal Problem 


% A new series of five films titled The Personal 
Side of Safety, were shown for the first time last 
month at the opening of the National Safety 
Congress in Chicago. 

Produced by Sarra, Inc. for the National 
Safety Council in cooperation with the United 
States Department of Labor, the films were 
viewed by more than 15,000 delegates attending 
the Congress. 

Filling a definite and widespread need for 
films dealing with the individual worker per- 


Know Emotions as you would know a machine 
to run it right: from “Get a Crip en Yourself.” 


“Decwwe To Be Sare” because you can’t get a 


“safety shot-in-the-arm™ to avoid hazards. 


sonality traits that lead to accidents in industry, 
the series combines cartoon treatment with live 
photography to attract and hold the interest of 
the worker audience. Technical supervision of 
The Personal Side of Safety was by Glenn Grif- 
fin, National Safety Council director of indus- 
trial training, and Roland P. Blake, principal 
safety engineer of the Bureau of Labor Stand- 
ards, 

Safety Record, the introductory film, is a 
dramatization of the safety progress being made 


Unsare Work Hasits of others and what to do 
about them is the theme of “Let Habit Help.” 


DirreRENT Joss: different work hazards, but the 


basic principles of safety apply to all. 


by industry throughout the country. Motiva- 
tional in character, the film’s principal aim is to 
inspire the worker audience to make their own 
personal safety effort and contribution to in- 
crease the overall industrial safety picture. 


The second film, Two Steps to Safety, por- 
trays the two principal elements the worker 
must understand in order to achieve the ulti- 
mate in personal safety; these are a knowledge 
of his job and a knowledge of himself and the 
way in which he works. 

In the third film, Let Habit Help, the worker 
sees for himself just how much his personal 
habits, good and bad, influence his personal 
safety. The cultivation of good safety habits, 
the film urges, is of great importance in creat- 
ing a workable safety attitude. 


Emotions, the subject of the fourth film, Get 
A Grip on Yourself, are then explained and il- 
lustrated so that the worker can get to under- 
stand his own feelings and fully realize how 
and why these feelings affect his own safety. 


Final film in the series, Decide to be Safe, 
shows the worker that personal safety is some- 
thing that begins with him. Personal safety, the 
film points out, cannot be achieved unless and 
until the worker first makes the all-important 
decision to be safe on his job. 


Each of the five films in the new series is five 
minutes in length and available as a 16mm mo- 
tion picture or as a 35mm sound slidefilm. 
Scripted by Helen Krupka and Wayne Langston 
under the supervision of Joseph G. Betzer, 
Sarra director of film planning, the series was 
photographed by Ray Mueller under the direc- 
tion of Harry W. Lange, Sarra production man- 
ager. 

The Personal Side of Safety film series is avail- 
able through the National Safety Council, 425 
N. Michigan Avenue, Chicago 11, Illinois. & 


No Pitt Exists to cure accidents as you'll see 
in “The Personal Side of Safety” films. 


Frozen By Fear in the face of danger? Learn 
its effects in “Get a Grip on Yourself”! 
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DETROIT WATERFRONT: it was here on the Place du Detroit, “The 
Place of the Strait,” that Cadillac landed 250 years ago. 


PRODUCTION HUB: the spokes of the wheel radiate to the far corners 
of the world dependent on Detroit's vast production. 


ART MUSEUM: a cultural center housing one of America’s great collections 
softens the strident whir of Detroit's machines. 


INTERNATIONAL AFFAIR: when neighbor Canada’s tugboats meet in 
friendly rivalry with American cousins on the Detroit River. 


Color Portrait of Detroit 


FORD PRESENTS THE MOTOR CITY WITH ITS 250TH ANNIVERSARY MOTION PICTURE 


Sponsor: Ford Motor Company. 


Title: Portrait of a City, 25 min., color, pro- 
duced by Raphael G. Wolff Studios. 


% A full color motion picture entitled Portrait 
of a City has been produced for the Ford Motor 
Company as a birthday present to Detroit in 
honor of the Motor City’s 250th anniversary. 
The 25-minute film presents both a re-enact- 
ment of the city’s stirring history and a camera- 
eye examination of Detroit, 1951. More than a 
year in the making, the motion picture was 
photographed both day and night by camera 
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crews who roamed the city’s streets, parks, 
towers and waterfront. 

Portrait of a City not only takes a close look 
at Detroit as the Arsenal of Democracy, but ex- 
amines the cultural and artistic achievements of 
an industrial center that made good. Historical 
scenes in the film were created from early 
sketches, eyewitness reports and photographic 
collections, and hundreds of feet of recreated 
early-day Detroit street scenes have been incorpo- 
rated into the motion picture. 

The first presentation of the film was made to 
people of Detroit in a half-hour city-wide tele- 


vision showing over WWJ-TV. Selden Daume, 
chairman of Detroit’s 250th Birthday Festival, 
presented a print of the picture to Mayor Albert 
E. Cobo of Detroit. A second print was also 
given to the Detroit Historical Museum. 

One hundred color prints of Portrait of a City 
have been placed in Ford film libraries across 
the nation and abroad for public showings. Ad- 
dition of this film to Ford’s motion picture li- 
braries throughout the United States makes a 
total of 27 16mm pictures available for public 
use without cost. More than seven million per- 
sons viewed Ford films last year. We 
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‘Something Different in Air Line Pictures 


“UNITED 6534” TAKES OFF WITH CONVINCING REALISM AND FAST PACE 


— BEAUTY gives way to solid realism 


and one of the most valuable new semi- 

technical expositions on modern airline 
operations is the result in United Air Lines’ new- 
est informational motion pic- 
ture, appropriately titled 
United 6534. This is Story 
of the infinite detail in pre- 
ventive maintenance, skillful 
operations technique and 
technical development which 
help this air line achieve 
year dependability 
with maximum safety,. Its 
pace and narrative quality 
are such that what might 
have curse of a 
“semi-technical 
turns out to be a shining ex- 
ample of the best that is in 
this factual film medium. 
Ted Cate and Ed McClone, 
old and capable hands in the 
visual interpretation of air 
line operations, were the 
producers of the film. 


‘round 


been the 


assignment 


One important clue to the 
“different” quality of this 
picture lies in its first creative concept organized 
by Charles Palmer, who scripted United 6534. 
On completion of research and his own treatment 
outline, “Cap” Palmer prepared a camera con- 
tinuity seript which gave the director and camera 
erew wide latitude in searching out fresh angles 
and unusual effects. Ed McClone and Al Stens- 
vold took full advantage of the possibilities in 
many excellent pictorial sequences. 


"Za 


Mock-up SEQUENCE during filming of 
“United 6534” with Ed McClone of 
Cate & McClone, producers, at the ex- 
treme right behind the camera tripod. 


Ground scenes were shot at Los Angeles, Chi- 
cago and New York airports as well as at the key 
San Francisco “push-button” maintenance base 
and the Denver operations base. Company em- 
ployees enacted real-life roles 
eloft and aground through- 
out the film. 40,000 feet of 
color film were shot to get 
the final 1,080-feet which go 
into this 30-minute finished 
production. 

Previews held in principal 
cities along United's lines of 
flight were well attended by 
inémbers of United’s “100,- 
000 Milers” (the Lines’ best 
customers) as well as Post 
Office and Railway Express 
officials, traffic managers, 
and the press. Showings at 
both Chicago and New York 
gave Business SCREEN staff- 
ers some worried moments 
as non-professional projec- 
tionists with mazda-type 
16mm sound projectors at- 
tempted to fill ballroom 
screens. Chicago made it o.k. 
but New York reported some eye and ear strain, 
an unforgiveable lapse after such infinite care 
and excellent production. These previews merited 
the same professional skill and good showman- 
ship so often overlooked. 

General preduction of United 6534 was super- 
vised by Bernard Kovnat, United’s manager of 
display and promotional advertising. 60 prints 
will be available for free loan distribution. & 


Tuts DC-6 Mainuiner is the featured “heroine” of United Air Lines’ new “be- 


hind the 


operations scenes” 30-minute color motion picture recently released. 


SALESMEN SEE Calvert’s recent giant-screen prod- 
uct presentation at New York’s Essex House. 
Note the 5 double projectors in left foreground. 


Calvert's “Big Show” 


GIANT-SCREEN PRESENTATION A HIT 


T= liquor industry’s year is something like 
baseball. During August and September, the 
managers call in the men who will carry the 
team’s colors in the field, for “spring training.” 
New techniques are developed and presented, 
fundamentals are drilled and the organization is 
keyed up emotionally for the season ahead. In 
the beverage league, the first half of the season 
is the one that really counts. The whole team is 
primed for heavy scores in the fall and winter 
months. Success in this time provides momentum 
that carries through a slackening spring and 
summer, until the year’s results are totaled, win- 
ners declared and the managers lay plans for 
next year’s season. 


Calvert’s a Pennant Contender 


Knocking at the door for the pennant in 1951- 
52 is Calvert Distillers Corp. Now second in 
whiskey sales, Calvert will make a hot race this 
year and some industry observers forecast that 
it may well achieve top position. 

Let’s see what is back of Calvert’s bid for 
supremacy. The product is specialized——three 
brands of blended whiskey (Lord Calvert, Cal- 
vert Reserve and Carstairs) one for each of the 
three main price groups. There are no straight 
whiskeys and no myriad of local labels to clutter 
up the salesman’s offerings. Advertising is heavy, 
attractive and consistent, with merchandising 
helps and point of purchase displays of equal 
merit. 


It Takes That “Extra” Incentive 


Calvert management knows, however, that 
good materials are not the whole story in getting 
the product on top of the market and keeping it 
there. Extra incentive, the salesman’s will to 
use his training and experience and keep pitch- 
ing are the main stuff of success. 

With this in mind, Calvert's summer sales 
meetings were planned to be not merely sales 
seminars or pep rallies, but an emotional expe- 
rience that would provide an indelible enthu- 
siasm for the whole season ahead. The main 
conference, attended by all Calvert executives, 
distributors, company salesmen and some ‘dis- 
tributors’ salesmen, was held at French Lick 


BUSINESS SCREEN MAGAZINE 
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Springs, Indiana, during the last week in Au- 
gust. (Other conferences were held regionally.) 
Visits were made to the distillery in Louisville, 
inspirational talks and entertainments were pro- 
vided, but the focal point of the conference was 
a two part giant-screen presentation (produced 
by Leslie Roush Productions), The Challenge 
(33 min) and Meeting The Challenge (34 min). 


shown on successive days, 


Presents a Show They Remember 


There were several reasons for using this 
technique for the “big show” of the conference. 
It is impressive: five conjoined screens totaling 
40 feet in width and 12 feet high provide a 
breathtaking panorama that people remember 
and talk about for a long time. /t is emotional: 
the very magnitude and brilliance of the color 
scenes, with accompanying musical score, never 
seems to fail to evoke a mass empathy, a feeling 
in the audience that it is part of the performance. 
It is adaptable: as presented by Calvert, with 
live narration (by George de Holczer), timing 
of the show complemented audience reaction 
and provided a lively dynamic quality sometimes 
missing in purely canned material. /¢ sells ideas: 
by its very mass, by careful and dramatic prepa- 
ration, the thoughts and plans of the sponsor 
take on new meaning, and the audience of sales- 
men, often easily satiated with frenzied sales 
harangues, feels that here it is part of something 
really big. 

The presentation involved five 8 by 12 foot 
screens, five synchronized projector boxes, each 
with two lenses. Scenes on each screen fade in 
and out automatically. During some sequences 
when one or two panels change while others re- 
main the same, the remarkable registration of the 
device (correct to one thousandth of an inch) 
becomes apparent. For theatrical pacing of the 
narration, the narrator activates each scene 
change himself, and also guides the sound level 
of the music by hand signal. 


Much Depends on Skill and Teamwork 


There is much more to a successful giant- 
screen show than the physical equipment, im- 
pressive as it is. As in any film, or informative 
or dramatic presentation of any kind, the heart 
and soul of the performance is the skill of the 
production team. David Mayer, Calvert merchan- 
dising manager, supervised all phases of the 
show from the sponsor’s standpoint, working 
closely with Leslie Roush Productions, which has 
now identified itself with two successful giant- 
screen shows, having produced one for Seagrams 
two years ago. 

How effective the Calvert show turns out to be 
will not be known until this year’s sales figures 
are totaled up. That is the only real proof. But 
from all observations and sales indications thus 
far, Calvert people were thoroughly impressed 
by the presentation and are meeting the sales 
challenge with enthusiasm. 


FOUR SCENES IN THE CALVERT SHOW 


Shown at right are four of the scenes in Calvert's 
giant-screen presentation, with actual narration 
tied in as nearly as possible. The bold dots in- 
dicate scene change signals for the operator as 
the huge pictures unfold in synchronization with 
the spoken commentary by the narrator. 


NUMBER 7 * VOLUME 12° 1951 


aE the highest standard of living on earth. Every section of America, every Oe 
phase of American life bears testimony to the tremendous progress made in these ah 
few years. @ From small log cabin settlements... @ ee 


siete to great multi-million “Cities in the Sky!" Yes, in these short years our 
population has multiplied fifty-fold...five thousand percent | -------- e 


Essential, too, @ was the creation of a mass marketing system to distribute the 
fruits of everyone's labor and skill. Yes, modern American methods of mass dis- 
tribution, through the use of advertised, promoted brand-names and efficient whole- 
scaling and retailing are key factors in . . . our high standards of living. 


@ This means we're on the threshold of the greatest OPPORTUNITY Calvert 
brands have ever enjoyed—and OPPORTUNITY for growth beyond anything we 
dreamed of in the past. This represents OPPORTUNITY and SECURITY for all... 
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“What's that stuff good jor?” asks the Doubting Thomas in API's “Man on the Land” 


Animated Message Tells Oil's Rural Role 


AMERICAN PETROLEUM INSTITUTE PRESENTS “MAN ON THE LAND” 


Sponsor: American Petroleum Institute. 

Title: Man on the Land, 16 min., color, pro- 
duced by United Productions of America, 
supervised by Film Counselors. 


% This film sets out to show that throughout 
all history man has been able to progress and 
prosper only in those periods and places where 
he has been free to work, think and produce in 
a competitive atmosphere. Primarily concerned 
with agriculture, in concluding sequences it 
illustrates how the nation benefits from the side 
by side progress and the inseparable relation- 
ship of two of America’s great industries—farm- 
ing and petroleum. 

Man on the Land is the third of a series of 
films sponsored by API under the direction of 
its subcommittee on films, headed by Philip C. 
Humphrey, Texaco public relations chief. Pre- 
vious opuses in the series have been Twenty- 
Four Hours of Progress and The Last Ten Feet 
which have now been seen by millions and are 
still in active circulation. It is the evident in- 
tention of API to relate the oil industry to all 
ramifications of progress in the U.S. and agri- 
culture is the nominee in 1951. Wide scale 
showings (some 800 prints are out on the new 
film) kicked off during Oil Progress Week, held 
this year in mid-October. 


Is There a Critic in the House? 


As a film, what's good and what's bad? There 
is nothing really bad at all. One veteran oilman 
was heard to say, “Ahh, this fancy cartoon busi- 
ness leaves me cold.” Someone else commented 
that whenever industry or labor want to get real 
folksy in their films they bring in the mountain 
or western style singers, some good, some bad. 
Man on the Land’s folk singing is not exactly 
Roy Acuff at his best, but middling good. An 
enthusiastic finder of film boners noted that the 
narration praised the tractor, for one reason, 
because no crops are required to feed it. Might 
be literally true, but it takes plenty of “money” 
produce to feed a tractor, though it is, to be 
sure, the farmer’s best mechanical aid. 

These minor points of disagreement are far 
dvershadowed by a good 16 minutes of merito- 
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rious stuff. The animation is rougher and more 
stylized than Disney, but no less effective and no 
less enjoyable. Color (by Technicolor) is the 
best, uses a lot of grey, mixed with combinations 
and let-downs of the primaries (what the wall 
paint people call “decorator colors”, and some- 
thing film makers should adopt more often). 
One woman liked the clever combination of ani- 
mation and music to create modern dance effect. 


Will Register With Rural Audiences 


“Does this sell oil?”, said the veteran oilman. 
“Why not?”, said the public relations guy, 
“You can’t pour the stuff down their throats; 
maybe they'll look at this and say, “By Gosh, 
it would have been hard to plow the south forty 
without that tractor.’ ” 


| Telephone’s Unending Research Is 
| Presented in New Sound Picture 


Sponsor: The Bell Telephone System. 
Title: Story Without End, 16mm sound, pro- 


duced by Pathescope Productions, Inc., New 
York. 


¥% This is the story of the background of the 
modern telephone system designed to show the 
ever-growing importance of the telephone not 
only in everyday life, but also on the farm and 
in the business world. 

In Story Without End, the Bell System tele- 
phone companies have endeavored to carry the 
audience from the time of Alexander Graham 
Bell to the present laboratory and field work 
performed by Be!l telephone technicians. We see 
how they are constantly working to improve 
and expand the present telephone service which 
so many of us take for granted. 

The forward-looking tradition of the business 
is established in two historic portrayals. First, 
attention is directed to Alexander Graham Bell’s 
prophecy of the ever-increasing scope and use- 
fulness of telephone service. Then the motion 
picture moves into the introduction of dial serv- 
ice in the early 1920's as a solution to many 


problems that threatened to restrict the future 
of telephone service. 

Phone company technicians and linemen are 
shown working in rural areas expanding tele- 
phone service so that the farm wife is no longer 
cut off from her friends and neighbors. Labora- 
tory technicians explain the development of 
micro-wave radio relay systems and how radio 
and video programs are now being carried from 
coast-to-coast. 

Story Without End concludes on the note that 
the future of the telephone business is bright 
and rich with promise. The film is available on 
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Title: Of Many Voices, 35 min., produced by 

John Sutherland Studios. 
¥% This recent Bell System motion picture, Of 
Many Voices, has a two-fold objective. It com- 
memorates the invention of the telephone in this, 
its 75th anniversary year, and in other years it 
will serve to tell the story of the development 
and expansion of telephone service as it kept 
pace with the growth of the nation. 

Produced at the John Sutherland Studios, the 
picture gets across its main theme in terms of 
three people: Paul Kendall, who is the fulfill- 
ment of yesterday; Helen Larsen, who is the 
spirit of today; and Jim Larsen, who is the 
promise of tomorrow. In these three telephone 
employees, the film symbolizes the story of the 
thousands of men and women across the nation 
who make up the Bell System. 

Paul Kendall’s career starts with the turn of 
the century when he first goes to work as a 
lineman’s helper. As we fpllow Paul’s progress 
to positions of greater responsibility, the story 
keeps pace with the times showing the hectic 
years of the °20’s, World War I, the depression, 
World War II and finally postwar expansion. 

Woman’s place in the System has been dra- 
matically portrayed in the part Helen plays in 
her early career as an operator; faced with an 
emergency call, she experiences a warm personal 
satisfaction from knowing that she has been re- 
sponsible for saving a life. 

Of Many Voices seeks to capture the overall 
story of the Bell System paralleling the nation’s 
growth in an interesting and entertaining man- 
ner. The film is available on free loan from 
local Bell System telephone offices. ® 


BELow: A scene in “Of Many V oices” 
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ECENT severe fire losses to 

motion picture film and stor- 
age facilities have resulted in inves- 
tigations which prove that spon- 
taneous ignition of cellulose nitrate 
film can occur when such film is 
in an advanced stage of decomposi- 
tion, While the business film indus- 
try has converted to safety film, it is 
estimated that some hundreds of 
nitrate motion picture negatives re- 
main on hand in film libraries and 
company storage vaults across the 
country. 

These old negatives (and some 
nitrate prints too) constitute a def- 
inite fire hazard if they are not 
carefully checked for signs of ad- 
vanced decomposition. During the 
initial inspection of film storage 
facilities, it is possible that a rela- 
tively high proportion of nitrate 
films may be found in advanced 
stages of decomposition. When the 
subject matter is important, the film 
should be copied and the original 
destroyed; if the material is not 
valuable, the film should be de- 
stroyed at once. 


Nitrate Ignites Spontaneously 


Prior to the recent investigations 
by the National Bureau of Stand- 
ards, it was generally believed that 
nitrate film would not ignite spon- 
taneously at temperatures ordinarily 
encountered in a film vault. But 
tests made by the NBS Fire Protec- 
tion Laboratory have shown that 
spontaneous ignition is an inherent 
hazard of old nitrate film. 

In the tests, samples of nitrate 
films in various stages of decompo- 
sition were supplied by the National 
Archives for the purpose of simu- 
lating conditions which may have 
prevailed at the fire locations. These 
samples were stored in a special 
chamber, the temperature of which 
was controlled and recorded. Each 
film was packed in an individual 
can which was in turn wrapped in 
mineral wool to retain the heat of 
the decomposition reaction. The 
temperature in the chamber was 
initially 95 degrees and then it was 
increased slightly at intervals, but 
always maintained below that of the 
reacting film. 


Temperature Builds Up 


At a chamber temperature of 106 
degrees, one roll of film in the more 
advanced stage of decomposition 
was found to be increasing in tem- 
perature at an accelerating rate. On 
the 17th day of storage, with the 
chamber temperature still at 106 de- 
grees, ignition of the film occurred. 
Its temperature at the time had 
reached 140 degrees, ‘With the cham- 
ber held at 120 degrees, another 
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Old Nitrate Films Present Fire Hazard 


BUREAU OF STANDARDS ADVISES CHECK OF OLDER FILMS 


case of spontaneous ignition oc- 
curred when a roll caught fire after 
self-heating to 150 degrees, 


Cool Air Reduces Hazard 

Because the number of samples 
investigated was small, it is doubt- 
ful whether 106 degrees is the low- 
est temperature at which a reel of 
deteriorating film will self-ignite. 

The results obtained in the NBS 
tests indicate that good film does 


temperatures. In one of the govern- 
ment film depositories, large quan- 
tities of cellulose nitrate film have 
been stored in standard vaults in 
which the temperatures are main- 
tained at about 70 degrees by an air 


‘not self-ignite at ordinary storage” 


conditioning system. Several inspec- 
tions of film in these vaults did not 
reveal evidence of serious film de- 
composition. Relatively low tem- 
peratures will materially decrease 
the possibility of a fire by spon- 
taneous ignition and at the same 
time preserve the film for its in- 
tended purpose. 


Remove Deteriorating Film 

The logical approach to safe stor- 
age is the removal of all film show- 
ing signs of deterioration. Such 
film can readily be found by sched- 
uled inspections of stored film 
stocks. Inspection personnel should 
be trained to recognize decompos- 
ing film by appearance, and to 
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classify its condition according to 
the following categories. 

In the first stage of deterioration, 
the photographic portion usually 
shows an amber discoloration with 
fading of the picture image. In the 
second stage, the emulsion becomes 
adhesive and the film tends to stick 
together during unrolling. 


Examples of Decomposition 

Film in the third stage of de- 
terioration has portions which are 
soft, contain gas bubbles and emit 
a distinctive noxious odor. In the 
fourth stage, the entire film is soft, 
it may be welded into a single mass 
and frequently its surface is cov- 
ered with a viscous froth. A strong 
odor is in evidence. The film mass 
degenerates partially or entirely 
into a brownish acrid powder in the 
fifth and final stage. 

When films in the third, fourth 
and fifth stages of decomposition 
are designated for disposal, they 
should be submerged immediately 
in water-filled drums, carried to a 
remote area and destroyed by burn- 
ing. The ground on which the film 
is to be burned should be free of 
brush, grass, leaves or other litter. 


Precautions for Burning 

Burning should be confined to 
batches of not more than 25 pounds 
because the heat from larger 
amounts of film creates a strong 
updraft which may bear fragments 
of burning film considerable dis- 
tances, thus endangering neighbor- 
ing properties. 

Under no circumstances should 
films be burned in an inhabited 
area or within a building. The rapid 
production of gases during the 
burning makes it extremely danger- 
ous, particularly if the film is 
burned in a furnace or confined 
space. During test fires in a well- 
ventilated vault, engineers recorded 
pressures as high as 18 pounds per 
square inch. No ordinary furnace 
structure could withstand such pres- 
sure; its breeching would fail, thus 
filling the furnace room with flames 
and poisonous gases. Q 


Passenger Liner Will Feature 

Two Motion Picture Theaters 

* The giant passenger liner, SS 
United States, largest ship ever 
launched in this country, is now 
being outfitted with two complete 
built-in motion picture theaters 
which will show many sponsored 
films. 

RCA motion picture projection 
and sound reproduction equipment 
will be installed in time for the ves- 
sel’s maiden trans-Atlantic run next 
spring. 
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Old customs die hard. Many lecturers still seem to think they must stand 
before the screen and wave a wand. 

That's outmoded . . . passé .. . inefficient, since Beseler put the POINTEX}{ 
PROJECTION POINTER on the VU-LYTE. Now the speaker stays behind 
the projector, views an undistorted picture just as the audience sees it, and 
points out details by a moving arrow of light. A convenient control knob at 
the front of the projector bles the speaker to direct the arrow anywhere 
on the screen just exactly where he wants it. 

This patented POINTEX{ PROJECTION POINTER is only one of 
many of VU-LYTE’s novel features directly devised to meet the modern needs 
of visual education teachers and lecturers. 


Because VU-LYTE is replete with tested innovations to make METAL BELT CONVEYOR. As new copy is fed in at the left side of 
both lecturing and viewing easier, it is the unrivalled leader for he projector, preceding copy is ejected from the right side. 
opaque projection in schools, churc' 1 nd business. 3. YOU CAN use copy “eas ‘s”— without mounting or inserting 

2 on inte any special holding device. The unique Beseler VACUMATIC 

PLATEN holds all copy absolutely flat during projection. A full 

1, YOU CAN use the VU-LYTE in a partially lighted room. Total gy, x 11 page letter or a postage stamp can be projected with 
darkness is not necessary in order to obtain clear, sharp images equal ease, without curl or flutter. 
ond brilliant colors— because VU-LYTE provides extra illumination. 4. YOU CAN use VU-LYTE on an uneven surtace—project on 

2. YOU CAN feed mixed or continuous copy 


through smoothly, small or large screens. In addition, VU-LYTE is an amazingly quiet 
without light flashes, by means of the Beseler FEED-O-MATIC*’ and cool-operating opaque projector. 


! These advanced, exclusive features, plus others, 
THE NEW are incorporated in a projector that weighs only 35 Ibs. 


and is REDUCED IN PRICE. Ask for free demonstration 
a) Vv U- LY TE of the precision-built VU-LYTE in your own projection 
UU room. And for more information regarding 
OPAQUE PROJECTOR 


this truly new concept in opaque projection, 
ask for booklet F 


CHARLES COMPANY 


60 Badger Avenue, Newark 8, N. 3. 
The World's Lergest Manufacturer of Opaque Projection Equipment 
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“Investment in Human Welfare” 
Selected for National Distribution 


*An Investment in Human Wel- 
fare, 21 min., color, produced ear- 
lier this year for the State of West 
Virginia, has been completely re- 
vised by its producer, Unifilms, Inc., 
and is now sponsored jointly by the 
State of West Virginia and the 
Federal Office of Vocational Re- 
habilitation. It is being shown na- 
tionally. 

The picture emphasizes that more 
than half a million men and women 
disabled by war, disease, accidents 
and injuries at birth, are already at 
work in the U.S. Actual cases are 
shown of blind, armless, arthritic. 
spastic, legless, the deaf and others 
turning in excellent work records as 
skilled laborers, foremen, barbers, 
secretaries, pharmacists, lawyers, 
ete, 

Threading through the film is the 
story of Leffie Smith (played by 
himself), a veteran who returns 
from the war unharmed, loses his 
left leg in a mine cave-in, gets a 
new leg through rehabilitation, as 
well as a job as a machinist in a fac- 
tory. Lefhe, and the half million 
other disabled are actually making 
work records slightly better than the 
non-handicapped. It is revealed that 
they have less absenteeism, fewer 
accidents, less turnover, more effi- 
ciency, and in certain cases, their 
handicaps are even advantages. 

The role of the Office of Voca- 
tional Rehabilitatiori is described by 
its Federal Director, Miss Mary 
Switzer. OVR annually provides 
hospital and medical care, essential 
therapy, job training and placement 
for more than 75,000 men and 
women throughout the U.S. Operat- 
ing in a network of 431 state, re- 
gional and local offices, this pro- 
gram is financed as an investment in 
human welfare. 

At the end of the film, West Vir- 
ginia’s Governor Okey L. Patteson, 
who lost both legs, points out that 
rehabilitation pays, that the handi- 
capped or unemployed, is a tax 
burden on the people; at work he 
is a taxpayer and contributor to the 
gross product of the nation. 


McGraw-Hill Text Films Releases 
“Disaster Control” for Plant Use 


* Disaster Control, 21 min., b/w, 
a new film on civil defense for in- 
dustrial organizations has been re- 
leased by the Text-Fitm Depart- 
MENT of the McGraw-Hitt 
CoMPANY. 

Based on an article in the Ameri- 
ean Machinist magazine, the film 
gives a blueprint for the formation 
of a functioning disaster control or- 
ganization. It stresses the need for 
self help when outside agencies are 
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Pictures on Products & Public Interest 


overwhelmed, and for the immediate 
organization of cadres to get an 
overall plan going. All the tech- 
niques shown are aimed at securing 
one result above all others: the 
restoration of vital production flow 
to normal level. 

Disaster Control, produced by 
TRANSFILM, will be sold for about 
$100. 


Crawley Makes Product Review 
Film for National Carbon Ltd. 


* Carrying the Torch for Jim is the 
name of the new film being pro- 


duced by Crawley Films of Ottawa ~ 


for National Carbon Ltd. It is de- 
signed to give salesmen a preview 
of the coming year’s products. 
Emphasizing that in Canada alone 
six million dollars is spent on bat- 
teries each year, the film not only 


suggests new sales approaches for 
improved products but also points 
out that a customer market should 
never be taken for granted. 
National Carbon Ltd., with head- 
quarters in Toronto, will distribute 
Carrying the Torch for Jim to sales 
staffs of wholesalers across Canada. 


Sarra Films New TV Commercials 


* Two new series of animated TV 
commercials have been produced by 
Sarra Inc., Chicago. 

In one, a musical staff that 
changes magically into “sky blue 
waters” serves as the picture theme 
of one 60-second and three 20-sec- 
ond spots made for Hamm’s Beer. 
Presented through CAMpPBELL- 
Miruun, INc., Minneapolis, the new 
series utilizes the same musical 


-D. W. ARMSTRONG 
Executive Director 
Boys’ Clubs of America 


“You have done a 
highly commendable 
job under very 
circumstances.” 


—HAROLD FREDEL 


“This film has 
fulfilled our require- 
ments to a greater 

degree than we ever 
anticipated.” 
—PAUL W. DIECKMAN 


Vice-President 
Wagner College 


“When more and 
bet sr films are 
wanted, you can bet 
Campus will get 
the nod.” 


~LOUIS P. CORBETTA 
Secretary 
Corbetta Construction Co. 


CAMPUS FILM 

PRODUCTIONS 

161 Remsen Street 
Brookiyn 2°N.Y. TRS 6296 


jingle used in radio spots to present 
Hamm’s Beer to televiewers. 

In the second series, the animated 
trademark of Bruce Floor Products 
shows TV viewers how to care for 
their floors. Produced through the 
CHRISTIANSEN ADVERTISING 
AGENCY, one 60-second and three 
20-second film commercials com- 
prise the series. 


Camera Takes West Pointers 
From Plebes to Commissions 

* The camera takes a class of cadets 
through the four-year course at the 
U. S. Military Academy with back- 
ground music by the West Point 
Band and the Cadet Choir, in a 28- 
minute 16mm production, This Is 
West Point, made by the Signal 
Corps, Department of the Army. 
The film is cleared for all public 
non-profit, television and theatrical 
showings. 

Depicted are classwork, extra- 
curricular activities, sports, drill 
and parade maneuvers and social 
interests. 

For loan, address the Signal Of- 
ficer, Commanding General's head- 
quarters, as follows: First Army, 
Governor’s Island, New York City 
4; Second Army, Fort George G. 
Meade, Md.; Third Army, Fort Mc- 
Pherson, Ga.; Fourth Army, San 
Antonio, Texas; Fifth Army, Chi- 
cago, Ill.; Sixth Army, San Fran- 
cisco, Cal. 


British Paraplegic Film Available 

* A young glider pilot who lost 
both legs and the power of speech 
but fought through his misfortunes 
to become a welfare officer is the 
hero of The Undefeated, 40-minute 
subject which the British Academy 
called the best documentary film of 
1950. The film is now available in 
l6mm sound version, rental $5, 
purchase $125, from British Infor- 
mation Services, 30 Rockefeller 
Plaza, New York City 20, and 
branches in Chicago, Washington, 
D. C., and San Francisco. 


Civil Air Patrol Training and 
Service Shown in New Film 

* Pointing up the Civic Air Pa- 
TROL’s function in national defense 
and emergencies is a new 20-minute 
16 mm. black-and-white subject 
made by American Film Producers 
for the Department of the Air Force. 
Civil Air Patrol is now being dis- 
tributed for non-profit screenings. 


Supplement to $.0.S. Catalog 
Shows New Equipment for Studios 
S. O. S. Cinema Suppty Corp. 
recently released a 41-page supple- 
ment to their catalog Sturelab 8A. 
Describing equipment for the cam- 
eraman, studio and laboratory at 
current prices, this new list is avail- 
able upon request. 
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SEEING BELIEVING 


... AND STEREO ADDS PERSUASION 
TO YOUR SALES PRESENTATION! 


The finest STEREO EQUIPMENT is made by BRUMBERGER! 


NEW LOWEST PRICED 
PRECISION VIEWERI 


BRUMBERGER 


STEREO VIEWER 


Sturdy, lightweight, colorful (hard-impact, practically unbreakable!) 
with optically ground and polished lenses. system, bat- 
tery illuminated with button switch, makes transparencies more brilliant 


than ever! Pin-point sing; streamlined, handsome design—greatest value 1265 Viewer 
in stereo viewers on the market! 


{less batteries) $995 
Retails at 


Convenient Size File Self-Aligning RE 


for Salesmen! Self-Centering 
BRUMBERGER BRUMBERGER 
STEREO FILES STEREO BINDERS 
WE a: Portable, compact carrying and storage Most economical binders made! Save hours of precious time— ee 
itt case for stereo accessories. All steel, lux- no more tapes, masks, kits—simply set transparencies in ac- = 
sat File 3 95 uriously finished in platinum qrey wrinkle curately spaced prongs, cover with clear glass, snap on cover. 
Reteils at enamel. Equipped with comfortable metal (Snaps apart easily, too, for use over anc over again). All 
handle and snap catches. steel--fits in standard 15%” x4” stereo viewers or projectors. 
Holds Stereo Viewer, 50 metal or glass stereo mounts in 5 "£1166 Box of 24 sets $450 
group compartments, or up to 125 cardboard stereo mounts. (plus extra glass) Retails at 


WRITE FOR OUR CATALOG OF SLIDE & STEREO VIEWING, BINDING & FILING ACCESSORIES: 
MOVIE REELS, CANS, CHESTS, ETC. SPECIAL QUANTITY DISCOUNTS TO INDUSTRIAL USERS! 
AVAILABLE FROM YOUR A-V DEALER, COMMERCIAL PHOTOGRAPHER, AD AGENCY, ART STUDIO 


Some other BRUMBERGER Audio Visual Products... 2 


a 
Stee! 


Cabinets for Viewer for Chests for Files for All- 
Slides & Film Strip 8mm & l6mm 2x2 & 2¥%4x2% 8mm & lomm 2x2, 2'/ox2'/a, 2%4x2M% Binders for Bantam, 
Cans Reels & Cans Binders Films & 3'/gx4 Binders 35mm, 2'/, Transparencies 


RELIABLE PRECISION MANUFACTURING CONTINUOUSLY SINCE 1904 


BRUMBERGER SALES CORP. 
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Gladding, McBean's New Picture 
Unfolds History of Ceramics 

* The Art of Keramos is the dra- 
matic history of ceramics from the 
origin of the first sun-baked clay 
bowl to the perfection of the finest 
piece of modern translucent china. 
Beginning in Egypt and Greece, 
the fascinating development of ce- 
ramic art is taken back to its ori- 
gins. The story of the ancient pot- 
ter’s wheel is recounted, examples 
of famous European ceramics are 
illustrated and the art of the Chi- 
nese, with its beautiful form and 
glazes, is used to portray the devel- 
opment of porcelain. 

Moving into modern times, the 
film vividly explains the difference 
between china and earthenware. The 
story arrives at the present-day 
production of dinnerware, dramat- 
ically presenting the evolutionary 
processes of today’s fine china and 
earthenware as a contrast to the 
crude, handmade methods of cen- 
turies past. An illustration of a 


series of table settings, each adapted. 


to a different type of entertaining 
and a particular mode of living. 
closes this informative and_thor- 
oughly entertaining film. 

Released by the Franciscan Divi- 
sion of Giappinc, McBean & Co.. 
The Art of Keramos was filmed in 
l6mm color in the Los Angeles 
County Museum, at W. & J. Sloane 
(Beverly Hills), at the Franciscan 
plants of Gladding, McBean and at 
other outdoor locations. The film 
was produced by 
PRODUCTIONS. 

Following special previews for 
the press, contributors, and West 
Coast buyers and merchandise man- 
agers, The Art of Keramos will be 
available for immediate use by 
schools, club groups and stores 
throughout the country. Bookings 
may be arranged either through 
the Franciscan Library of Ceramics. 
45 East 5ist St.. New York City 
or direct from the dinnerware divi- 
sion of Gladding, McBean & Co.. 
in Los Angeles. 
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NSC Traffic Film Made by Sarra 

* A 15-minute film aimed at drivers 
of commercial vehicles is Smooth 
Operation, recently produced by 
Sarra Inc. for the NATIONAL SAFETY 
CounciL. Available both as a 
motion picture (motion slidefilm) 
and as a 35mm sound slidefilm, the 
picture gives a simple three-part 
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plan which makes driving easier 
for the nation’s many thousands of 
commercial vehicle pilots. 

Latest addition to the library of 
the Council’s Motor Transportation 
Bureau, Smooth Operation was pro- 
duced under the direction of Paut 
H. Copurn, bureau director. It was 
shown for the first time as the cli- 
max to the “film evening” held in 
this year’s National Safety Congress. 
in Chicago. 

The film was directed by Wayne 
A. Langston and photographed by 
Ray Mueller of Sarra’s staff. It was 
produced by Joseph G. Betzer, di- 
rector of film planning, and Harry 
W. Lange, production manager. of 
Sarra’s Chicago studio. 


PRODUCTION TECHNIQUES 


EBF Explores International 

Trade in 16mm Sound Film 

* The fundamentals of interna- 
tional trade, its problems, policies 
and influence on the daily lives of 
people of every country, is the sub- 
ject of a new 17-minute sound mo- 
tion picture, World Trade for -Bet- 
ter Living, released by Encycio- 
PAEDIA BRITANNICA FILMS. 

A third title in EBF’s series on 
economic problems which includes 
Productivity, Key to Plenty and 
The Federal Reserve System, the 
new film is designed to create an 
understanding and appreciation of 
world trade. It is intended for high 
school and college classes as well 
as for every adult concerned with 


WHEN YOU HEAR THE CLAIM 


“as Good as DA-LITE” 


30” x 40” through 70” x 70”. 


Send for FREE 
Sample of 


Da-Lite Crystal-Beaded 
screen fabric and copy of 
helpful brochure “Planning 
for Effective Projection” 


can be set up quickly ond easily. Folds com- 
pactly for easy storage. Moderately priced. 
Available in square and rectongular sizes from 


REMEMBER 


Da-Lite’s 42 year record of “firsts” in pro- 
jection screen improvements has never been 
equalled. Only Da-Lite Sereens have such 
important features as 


@ OCTAGON CASE 
The flat back permits the fabric to unroll 
from the case without touching it. Since the 
fabric never rubs against the edges of the 
case opening, it lasts longer. No round case 
can equal this non-rubbing feature of 
Da-Lite’s octagon case. 
@ GABLE-TOP LEGS 
Arched on top like a gable roof, the tripod 
legs on the Da-Lite DeLuxe Challenger can 
withstand strains that would bend legs of 
conventional design. 
@ DA-LITE CRYSTAL-BEADED 
Fabric for Brighter Pictures 
Because of their superior light reflective 
qualities, Da-Lite Crystal-Beaded Screens 
are preferred by many of the mosi critical 
projectionists—visual educators, lecturers, 
and industrial film users as well as advanced 
amateurs. They are made better. Here's why! 
A. Three opaqve coatings. 
8B. Non-sagging, non-cracking 
fabric of uniform weove ond 


strength. 
C. Highest quality Pyroxylin 
Cocting fuses beads to 


Ox 
E. Da-Lite Crystal Beads for 
maximum brightness. 


YOUR DEALER HAS DA-LITE 
SCREENS FOR EVERY NEED! 


The Screens EXPERIENCE Built 
—famous for quality since 1909 xx 
DA-LITE SCREEN COMPANY, INC 
2703 N. Pulaski + Chicago 39, lilinois 
Please send FREE sample of Da-Lite Crystal-Beaded 


screen fabric and your brochure “Planning for Effec- 1 
tive Projection.” 
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the consideration of public affairs 
and for use by companies exporting 
goods and services to show to their 
employees at home and abroad. 

The film opens on board a 
freighter in port. The captain of 
the ship turns from his work to 
explain to the audience the impor- 
tance of world trade, its implica- 
tions and effect upon every nation. 
He explains the various activities 
of the port and in following scenes 
the story of sugar, tin, cotton and 
wheat is told as examples of the 
passage of goods from their source 
to world ports. 

Through narration and animated 
drawings, it is demonstrated that 
the division of labor necessary to 
supply goods in every community 
also applies to the world community 
of nations. The film explains the 
need for an interchange of goods 
between those areas of heavy in- 
dustrial production and the areas 
specializing for climatic or other 
reasons in the production of food 
and raw materials. It is emphasized 
that the greater part of world trade 
consists of an interchange of goods 
and services between the industrial 
countries themselves since they have 
the highest standards of living and 
thus the greatest demand for goods. 

The film then raises the question 
of trade barriers and other regula- 
tions which interfere with the ex- 
change of goods between countries. 
In concluding scenes it attempts to 
answer this question in a discussion 
between a newspaper editor and 
two citizens who object to his lib- 
eral trade views. The pros and cons 
of a freer exchange of goods are 
discussed, and the advantages and 
gains received when there is a bet- 
ter balance of trade, a minimum of 
trade barriers, and a many-sided 
trade moving relatively freely 
among all countries, is illustrated. 

World Trade for Better Living 
may be purchased outright from 
Encyclopaedia Britannica Films, 
Wilmette, Ill., for $85 or from any 
of eight branch offices in New York; 
Boston; Birmingham, Michigan; 
Atlanta; Dallas; Portland, Oregon; 
Chicago and Los Angeles. It may 
be rented for $4.50 for one to three 


days’ use, and $1.00 per day there- 
after. 


* * 


Canadian Motion Picture Tells 
Story of Great Lakes Freighter 

* Avert J. Mappox Propuctions, 
Midland, Ontario, Canada. is cur- 
rently producing a 20-minute color 
motion picture titled A Ship 1s Born 
which tells the story of the largest 
upper lake freighter to be built in 
Canada. Other recent films include 
Huronia Story, High Portage and 
30,000 Islands. 
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Foundry Operations Featured 
in New Lebanon Steel Film 
* Steel with a Thousand Quali- 
ties has been recently released 
by the Lebanon Steel Foundry 
through Mopern TALKING Pic- 
TurE Service, Inc. A 
sound and color motion picture 
presentation of steel casting op- 
erations, the film is limited for 
distribution on free loan to 
technical societies, engineering 
schools and similar societies. 
Roianp REED PRODUCTIONS, 
Inc., produced this new film, 
describing the manufacture of 
carbon, special alloy and stain- 
less steel castings. Centered 
around a 38-minute tour 
through the sponsor’s Lebanon, 
Pa., plant, this scientific study 
follows the processing of steel 
castings from blueprint stages 
to testing of completed samples. 
In addition. it describes the 
complex variety of uses for 
custom-ordered castings de- 
manded by modern industry. 
Beoking requests for Steel 
with a Thousand Quaiities may 
be addressed to Modern Talk- 
ing Picture Service, Inc., 45 
Rockefeller Plaza, New York 
20, New York. Users pay only 
transportation charges for the 
film prints, which are distrib- 
uted from 27 MTPS film li- 
braries. 


* * 


Santa Fe Film Tells Story 
Camera Behind the Camera 

* Tue Santa Fe has 
released a new film, A Picture 
Is Made, which is the pictorial 
story told by the camera behind 
the camera that filmed the re- 
cent Columbia release, Santa 
Fe, starring Randolph Scott 
and Janis Carter. 

A 16mm sound and color 
film, running 22 minutes, the 
picture shows many of the in- 
genious methods used in Holly- 
wood to reproduce authentic 
action scenes from days gone 
by. It also features the tremen- 
dous amount of preparation in- 
volved in making a picture even 
before a single camera is set up. 

Some of the interesting 
points covered in the film in- 
clude how night scenes are 
filmed in daylight, how huge 
desert wind storms are created 
and which scenes are shot on 
location and which on studio 
lots. 

The film may be secured on a 
free loan basis (excepting re- 
turn transportation charges) 
from the Santa Fe Film Bureau, 
80 E. Jackson in Chicago. 
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AMPRO SOUND PROJECTORS 


FOR EVERY NEED...EVERY BUDGET! 
AMPRO 


Weighs only Simple, centralized 74 Patented “‘film 
29 Ibs. complete v controls cradle" saves film 


Easy to carry... easy to set up... easy to thread . . . easy to operate 
. that’s the high precision Stylist Projector! Delivers brilliant 
screen illumination and lifelike sound. 

Effective in auditoriums when used with Ampro Model 690 Power 
Speaker. Sound and silent speeds. Uses AC or DC current. Projector 
has jack for microphone and phonograph, complete with Stylist 
Speaker and carrying case. 


AMPRO Premier 30 


Serves needs of 
large audiences 


No transferring 
of reels or belts 


Swing-out gate for 
quick, easy cleaning 


A compact and portable projector designed to meet the specific 
demands of auditoriums with large size screens for large 
audiences. The improved new Premier 30 combines profes- 
sional sound projection with new operating ease. Equipped - 
for both silent and sound film speeds and reverse operation. 


Operates on 50-60 cycles, 105-125 volts AC. v . 
( 


AMPRO Arc 2 20 


largest audiences 

The ideal high precision projector for outdoors, or largest 
auditoriums. High Intensity Arc (30 Amp.)—automatic car- 
bon feed—relay controlled rectifier— powerful, multi-purpose 
amplifier—two 12” speakers—heat filter for film protection—3 inch f2.0 
lens (2 to 4 inch available)—these features added to extremely easy 
operation, make the Ampro Arc 20 an overwheiming favorite for pro- 
fessional use. 


Write now for FREE literature on Ampro 16mm Sound Projectors! 
AMPRO CORPORATION, 


(General Precision Equipment Corporation Subsidiary) 
2835 N. Western Ave., Chicago 18, Ill. 
8mm Cameras and Projectors + 16mm Sound-on-film + Slide Projectors + Tape Recorders 


Automatic 
carbon feed 


A BUSINESS FILM REFERENCE AND RESEARCH LIBRARY AT YOUR SERVICE 

Write today for complete details on the Film Guide _ services have now been improved to meet your needs, 
Library and the Business Film Bookshelf Services | Address: Film Guide Library, Business Screen, 150 
available to subscribers. These economical reference _E. Superior, Chicago 11. Write today—don’t delay! 
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Artuur WeIss 


Arthur Weiss Named by Ampro 
As New England Sales Manager 
* Arruur Weiss has been ap- 
pointed AmpRo sales representative 
to serve dealers in the New England 
territory —consisting of Maine, Ver- 
mont, New Hampshire, Connecticut 
and Massachusetts, according to an 
announcement made this week by 
Howarp Marx vice-president and 
general sales manager of Ampro 

Before joining Ampro, Mr. Weiss 
was Mid-West Manager of Official 
Films, Chicago, from 1946 to 1951. 
He has a wide acquaintance in all 
phases of the photographic indus- 
try. Mr. Weiss will make his head- 
quarters at Brookline, Mass. 

Mr. L, F. FALLon, who was Am- 
pro’s sales representative in the 
New England territory, has been 
transferred to a similar capacity in 
Ampro’s Mid-Atlantic territory. 


Princeton Film Center Appoints 
Frank Mayer and Horace Schoppe 


* The new production manager of 
the Princeton Fitm Center, 
is FRANK Mayer who has been with 
RKO-Pathe for the last four years. 
Previously, Mayer was in charge of 
production on the Betty Crocker 
series for Video Varieties, and he 
also supervised production of a fea- 
ture film produced in Puerto Rico 
by Ed Gardner. This recently re- 
leased film is entitled The Man With 
My Face. 

President Gordon Knox of the 
Princeton Film Center also an- 
nounced the appointment of Horace 
Scnopre as a special sales repre- 
sentative. Schoppe, formerly with 
Yale & Towne Manufacturing Com- 
pany, joined the Film Center last 
month. 


Tiesler Joins Loucks & Norling 

Hans Trester, former vice presi- 
dent and general manager of Audio 
Pictures (Toronto), has joined 
Loucks & Nor.inc STuptos as as- 
sociate producer. He will concen- 
trate on production planning and 
story treatments. 


Business Screen Executive 


Johnson Named President of 
National Carbon Corporation 
* Apcer S. Jonnson has been ap- 
pointed president of the NATIONAL 
Company, a division of 
Union Carbide and Carbon Corp. 
He has been vice-president and gen- 
eral manager of National Carbon 
since May, 1950. 

A graduate of Virginia Poly- 
technic Institute, Mr. Johnson has 
been with the company he now 


heads since 1928. In 1933 he was” 


assigned to the Eveready battery 
plant in Shanghai, China. By 1939 
he had become superintendent of 
this plant, but was recalled to the 
United States in the same year. In 
1944, after serving as superintend- 
ent of several National Carbon 
plants, Mr. Johnson was made as- 
sistant to the vice-president in 
charge of foreign operations. 


From “The Posturepedic 
Story" for Sealy Inc. 


Westrex Corp. Foreign Staff Men 
Attend New York Conference 
* Westrex Corporation’s subsidi- 
ary company managers and record- 
ing specialists from Asia, South 
America and Europe recently at- 
tended an equipment and sales con- 
ference in New York City under 
the direction of E. S. Greece, vice 
president and manager of Westrex. 
The conferees discussed new 
operational techniques of equipment 
and surveyed Westrex sales and 
servicing activities in the motion 
picture studio and theater equip- 
ment fields. Included in the fea- 
tured displays of new equipment 
were Westrex’ latest developments 
the Series 1100 standard portable 
magnetic film recording system and 
the M4D re-recording and scoring 
console especially developed for 
small studios. Installations of the 


M4D have already begun. 


HOLLYWOOD 


LIDEFILM , 


MOTION PICTURES 


TELEVISION COMMERCIALS 


Mark Marset 


Radiant Names Mark Marbet to 
Manage New England States 

* Mark Marset, one of the men 
picked to serve on the squadron 
which photographed the historic 
Bikini atom bomb tests, has been 
appointed District Manager of the 
New England States, Upper New 
York and Eastern Canada for the 
RapDIANT MANUFACTURING CorPoRa- 
TION, makers of projection screens. 

During World War II, Marbet 
schooled at Pensacola Naval School 
of Photography, Fox Movietonews 
and March of Time, later returning 
to the Naval School of Photography 
as an instructor. 

In 1946, he widened his knowl- 
edge of photographic merchandis- 
ing by joining the Eastman Kodak 
store in Boston, and he later became 
a representative for Burke and 
James. His wide experience in 
photography has made him many 
friends in the industry. 


Audio & Video Products Corp. 
Announces Three Appointments 

* Kenneth B. Boothe, William H. 
Hazlett and Robert D. Winston have 
been appointed to the staff of Aupio 
& Vineo Propucts Corp., 730 Fifth 
Ave., New York City, it was an- 
nounced recently. 

Mr. Boothe, formerly chief engi- 
neer and technical supervisor for 
the United Nations sound and re- 
cording department, was named 
manager of the instrimentation 
division. In this capacity he will 
supervise the sales and service of 
special magnetic tape equipment 
and supplies designed for telemeter- 
ing and data recording. 

Mr. Hazlett, appointed eastern 
sales manager, had been field repre- 
sentative for the Fairchild Record- 
ing Equipment. Corporation. His 
new duties will include the super- 
vision of Audio & Video’s field 
sales staff. 

Mr. Winston, appointed sales 
service manager, will function as 
liaison man between the sales and 
service engineering departments. 
Before joining Audio & Video, he 
had been a sales engineer for 
Langevin Mfg. Corp. 
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ELpon IMHOFF 


Deane White Heads SMPTE Motion 
Picture Standards Committee 

* Deane R. Wuirte, technical divi- 
sion research director for Du Pont 
Photo Products, Parlin, New Jer- 
sey, has been named chairman of 


_the sectional committee on motion 


pictures PH22 of the American 
Standards Association. 

The appointment was made by 
Peter Mole, president of the Society 
of Motion Picture and Television 
Engineers, the industry's sponsor of 
all engineering standards. 

Dr. White has been active in 
standards work for many years and 
is well qualified to supervise the 
program of international standard- 
ization now facing the motion pic- 
ture industry. He replaces former 
Chairman J. A. Maurer, camera de- 
signer and manufacturer, who has 
resigned to devote more time to de- 
velopment work within his own 
company. 

In another change, Dr. Ray L. 
Garman, director of research, Gen- 
eral Precision Laboratory, Pleasant- 
ville, N. Y., has teken over as 
SMPTE delegate tc the photo- 
graphic correlating committee of 
ASA, replacing C. R. Keith, Bell 
Telephone Laboratories. Keith, who 
is well known to motion picture 
technical people for his sound re- 
cording work with the Western Elec- 
tric Company, has resigned to 
concentrate on other laboratory ac- 
tivities. 

Lane Joins Video Films 

E. Lane is now in 
charge of the sales and advertising 
departments of Vipeo Fiims, 1004 
East Jefferson Ave., Detroit. 


HOT SPLICERS! 
Griswold Hot Splicers 
$65.00 


Your Griswold Splicers, Models R2 
and R3 converted to Hot Splicer 
$40.00 


Camera Equipment Company 
1600 Broadway, N. Y. 19, N. Y. 


Eldon Imhoff, Victor Sales Executive, 
Dies of Heart Ailment on November 1 
* The sudden and untimely passing of 
ELpon vice-president and sales 
manager of the Victor ANIMATOGRAPH 
Corporation, Davenport, lowa, oc- 
curred in that city on November ]. A 
heart ailment was attributed as the 
cause. 

A leading authority on audio-visual 
and photographic equipment, Mr, Im- 
hoff was active in the affairs of his com- 
pany until a few hours before his death. 
Returning from a business trip to Mo- 
line, Hlinois shortly after 1 p.m., he 
collapsed and died. 

A native of Dubuque, Iowa, he was 
born January 1, 1899, son of the late 
William and Gertrude Imhoff. He be- 
came associated with Victor as a distrib- 
utor in 1935. For two years during 
World War II he served as a visual aids 
coordinator, setting up the training film 
utilization program for the Eighth Serv- 
ice command. Subsequently he initiated 
and administered a similar program at 
Camp Hood, Texas. 

Returning to private life in July, 
1944, he joined the Victor sales depart- 
ment at its home office in Davenport. In 
1947 he was elevated to the position of 
domestic sales manager and in May of 
this year he became vice-president and 
sales manager. 

Mr. Imhoff is survived by his wife, 
the former Miss Mary Meyer, as well as 
a sister and brother. Funeral services 
were held November 5 in the Church of 
the Nativity in Dubuque. Burial was 
in Mount Calvary cemetery there. 
National Institute for A-V Selling 
Names Adolph Wertheimer a Governor 
* Election of ApoLpH WERTHEIMER, 
vice-president of the RADIANT MANUFAC- 
TURING CoRPORATION to the Board of 
Governors of the National Institute for 
Audio-Visual Selling is announced. 


ALL STEEL 
COMBINATION 
FILE UNITS 


YOU CAN BE SURE that your stored films 
will be safe from dust, heat or dryness with 
NEUMADE COMBINATION STORAGE 
UNITS! 


Model MM-119 


—A ’ storage cabinet for the varied 
film 400, 800, 1200, 1600 ft. 
reels; 100 filmstrip cans plus utility drawer 
in base. Beautifully finished in 

baked enamel. Overall size: 30” wide, 
high, 16” deep. 

Over 50 models to choose from. Write for 
free catalog. 


PRODUCTS CORPORATION 
330 West 42nd Street 
New York 18, N. Y. 


decode, in Scratch 
tien of old, new, and used film. 


SCRATCHES 
REMOVED 


— Originals, Kod 
For full information, write tor 
booklet BS. 
RAPID FILM TECHNIQUE INC. 21 w. séth st., NEW YORK 19, N.Y. 


43 Cities This Year... | 


Members of our staff have travelled to 43 American cities 
so far in '51 to help American business tell its sales and 


public relations stories on the screen. Why not your story? 


Scripts by Ocuedste Granducci 


709 ATLANTIC BLDG. *% 930 F STREET NW *% WASHINGTON 4,0.¢C. * 


GUARANTEED ACCEPTABILITY 
EXECUTIVE 5941 


IN NEW YORK, ENTERPRISE 6535 || | 
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Santa Fe Railway Releases 

New Film on “Super Chief” 

* A ten minute film in sound an 
color titled Super Chief was recent- 
ly released by the Santa Fe Ratt- 
way. Prompted by the widespread 
desire to know more about sleek 
modern rail transportation, the film 
depicts a journey from Chicago to 
Los Angeles on Santa Fe’s famous 
luxury train. 

The story illustrates the reactions 
of an attractive young lady when 
she learns that the Super Chief is 
not just another train. Her amaze- 
ment is evident as she sees the 
various room accommodations, the 
lounge cars, the Turquoise Room, 
the new dining car and the dome 
car. In Los Angeles at the end of 
her trip, she feels nothing can equal 
the experience of traveling on the 
Super Chief. 

Available on a free loan basis for 
showing by any club, school or 
organization, the film may be ob- 
tained from the Santa Fe Film 
Bureau, 80 East Jackson Blvd., Chi- 
cago 4, Ill. 


Two Films Made for City of 
Philadelphia by News Reel Lab 

* The City of Philadelphia has re- 
cently made its first use of motion 
pictures as a medium of public in- 
formation with its release of two 
new l6mm color films, each 15- 
minutes in length. A project of the 
“Know Your City” office of the 
Philadelphia Commercial Museum, 
the two films were produced by 
News Reev Laporatory. Louis W. 
Kellman was the producer and Paul 
Wendkos, the director. Henry 
Klein’s script is narrated by John 
Facenda. 

The first film, Philadelphia—City 
of Two Million, depicts the city’s 
services to its citizens. It includes 
shots of city transit and transporta- 
tion, the gas works, improvements 
to water quality and supply, waste 
collection and disposal, public 
health centers and hospitals, wel- 
fare, recreation, education, cul- 
ture, police and fire bureaus and 
churches. 

Philadelphia—On the March cov- 
ers the city’s new projects of today 
and the near future. It includes 
scenes of new buildings dedicated 
to public welfare and health, water 
improvements, hospitals, housing 
projects and redevelopment areas, 
schools, recreation centers, transit, 
expressways, bridges, the Mall and 
Historical Park, flood control, sew- 
age treatment and disposal of waste. 

The two films may be obtained 
on free loan from The Commercial 
Museum, 34th St. below Spruce, 
Philadelphia 4, Penn. 
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THE PRODUCTION LINE 


Paragon Pictures Making Color 
Film for Trailer Coach Industry 
* Paracon Pictures, Evanston, 
Illinois, is producing a color motion 
picture for the TRAILER Coacn 
MANUFACTURERS AssociaTION. Lo- 
cation filming has been done in 
Illinois at Fox Lake, La Grange and 
Great Lakes Naval Base. A com- 
plete mock-up of a new house trailer 
has been constructed in Paragon’s 
studio and shooting is now under 
way. 
Designed to show the desirability 
of trailer living, this entertaining 
film concerns a young construction 
engineer who is required to travel 
frequently in his business. Actors 
and actresses include Charlie Flynn, 
John Davies, Carmelita Pope, Angel 
Casey and Barry Hopkins, Picture 
will be distributed in °52. 


“Westerns” Available for 
Plant Recreational Programs 


* For plant noon hour and recrea- 
tional film programs where features 
and cartoons provide employe re- 
laxation, there is news for program 
chairmen in the 16mm release of 
a new series of feature length Zane 
Grey “Westerns.” 

HotLywoop Fitm ENTERPRISES, 
Inc., is now offering for outright 
sale at $175.00 per print the fol- 
lowing complete Westerns: The 
Fighting Westerner (starring Ran- 
dolph Scott and Ann Sheridan), 
Thunder Trail (with Gilbert Ro- 
land, Charles Bickford). Also of- 
fered are Bad Men of Arizona, 
Desert Gold, Bad Men of Nevada 
and Forlorn River. 

Available from Hollywood Film 


at 6060 Sunset Blvd. in Hollywood. 
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“Not Interested!’ 


| Do your salesmen get this 
answer from customers ? 

Is this their favorite “FAILURE” 

report for lost sales ? 


Save these 
LOST SALES — NOW 
| with 
“WHAT DO YOU SELL?” 
One of the outstanding sound slidefilms in 


our “‘“AGGRESSIVE SELLING SERIES’’ designed 
to solve the major problems encountered by 


| salesmen. 


| ADDRESS REQUESTS TO: 


Rechet Pictures, IJuc. 


6108 SANTA MONICA BLVD. HOLLYWOOD 38, CALIFORNIA 
| 


New Film Describes Operation 

of Bell & Howell Projector 

* Of special interest to owners of 
Bell & Howell sound projectors is 
a new motion picture produced by 
INTERNATIONAL Fitm Bureau en- 
titled, Operation and Care of the 
Bell & Howell Sound Projector. 
Planned for use in showing students 
and teachers how to thread and 
operate Bell & Howell projectors, 
the film also gives valuable infor- 
mation on machine maintenance. 
Close-up shots are used to demon- 
strate methods of setting up, thread- 
ing and operating the projector. 

Using Filmsound models 179 and 
185 throughout, the film stresses 
the importance of regular cleaning 
and lubrication of moving parts, 
showing the proper way to replace 
expendible parts such as lamps, 
tubes and fuses. 

World distribution rights are 
owned by the International Film 
Bureau, which financed the produc- 
tion. The film is available from Bell 
& Howell special representatives or 
directly from the bureau at 6 No. 
Michigan Ave., Chicago 2, IIL. 


World Trade Film Distributed by 
Modern Talking Picture Service 
* Facilities of the Port of Phila- 
delphia and other ports along the 
Delaware River are described in 
Short-Cut to World Markets. Filmed 
in color, the picture was prepared 
by The Delaware River Joint Com- 
mission of Pennsylvania and New 
Jersey to publicize the Delaware, 
which carries the second largest 
volume of water-borne commerce 
of any port in the United States. 
Short-Cut to World Markets is 
being distributed in selected areas 
by Modern Talking Picture Service, 
45 Rockefeller Plaza, New York 20. 


George Fox Awarded Contract 
For Fire Prevention Pictures 

* A contract to produce nine one- 
minute films on fire prevention for 
the California State Forestry Divi- 
sion has been awarded to the 
Georce Fox OrcanizatTion. The 
new pact comes as a result of a 
three-reeler on the causes of forest 
fires which Fox wrote, directed and 
produced. 

Fox shot the motion picture at 
Placerville, where the state foresters 
established a camp of 1,500 fire- 
fighters and 400 pieces of equipment 
to control a 35-acre section set 
ablaze especially for film produc- 
tion. 

The state’s forestry division has 
received requests from 19 other 
states for prints of Fox's three- 
reeler, which, with the nine films to 
be made, will be shown on all Cali- 
fornia TV stations and theatrically 
over the Fox-West Coast chain. 
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NeW PRODUGTS 


AUDIO-VISUAL EQUIPMENT FOR PRODUCTION & PROJECTION 


Handy Plastic Computer Converts 
Figures For Film Editing 

* Distribution is underway on a 
handy plastic computer designed to 
answer questions regarding footage, 
projection time in minutes and sec- 
onds, number of frames per foot 
and per second as well as equiva- 
lents of l6mm and 35mm. Called 
Reapy-Eppy — 1001 Reavy Sounp 
Firm Epirinc Data, it may be 
quickly and easily read. An indi- 
cator is rotated and set on the re- 
spective number, feet, seconds or 
minutes, and the correct answer is 
located on the same line. 

Three scales help to obtain equiv- 
alents of both 16mm and 35mm 
standards. On one side, a scale at 
the end of the disc represents feet. 
Two inner bands indicate seconds 
and number of frames of 35mm 
film. Two bands following indicate 
the same for 16mm film. 

The opposite side of the disc has 
two scales. Scale “S” on the outside 
represents seconds with the three 
adjoining bands indicating feet of 
l6mm film, number of frames of 
both 16mm and 35mm (same for 
both standards) and feet of 35mm 
film. Scale “M” starting from inside 
indicates minutes, subdivided into 
half minutes of projection time. The 
next two bands indicate the equiv- 
alent footages of 16mm and 35mm 
film ranging from 1 to 45% min- 
utes. 

Those whose daily work with 
films consists of details, such as 
cinematographers, animators, sound 
engineers, etc., should find this com- 
puter extremely useful. Manufac- 
tured and distributed by Reapy- 
Eppy, Sandy Hook, Conn., it is 
made of durable plastics and may be 
easily carried in coat pocket or 
purse. The price is $2.50 with 
plastic carrying case, delivered in 
U.S.A. and Canada. Less $.50 with- 
out carrying case. 


The Ready-Eddy Computer 


Available in 30x40” Size 

Raprant MANUFACTURING CorP., 
Chicago, has announced that the 
new Classroom Screen for daytime 
projection is now available in a 
30” x 40” size. The price of the 
new size is $37.75. This new screen, 
which provides a means for show- 
ing films, slides and film strips in 
well-ventilated, normally lighted 
classrooms continues to be available 
in the 40” x 40” at $39.75. 


Camera Mart,inc., Occupies N. Y. 

Quarters With Increased Facilities 
* After 14 years of doing business 
at their 45th street address in New 
York City, THe CAMERA Mart, Inc. 
is moving to larger quarters where 
they can serve their clientele more 
effectively. The new quarters are 
located at 1845 Broadway at 6lst 
Street, in the heart of the motion 
picture and television area and fea- 
ture larger offices and showrooms 
where the latest professional motion 
picture and television production 
equipment will be displayed. 

Also featured will be the complete 
new line of Camart products in- 
cluding two different size dollies, 
mike booms, and tripods. They will 
also provide modern repair facili- 
ties for camera and sound equip- 
ment, complete with optical bench 
for lens testing and calibrations. 
Editing and cutting rooms will be 
installed for rental purposes on the 
premises utilizing the latest Moviola 
editing and synchronizing equip- 
ment. 


Ansco Opens Jersey Processing Lab 
* Ansco has opened up new proc- 
essing facilities for L6mm color film 
in Union, New Jersey, thus assuring 
customers the utmost in rapid serv- 
ice. Within 24 to 48 hours from the 
time Ansco color films reach the 
laboratory, they will be on the way 
back to the customer. 
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Bridgamatic Reversal Automatic 
TV Special is Light and Compact 
* Claimed to be a most compact 
16mm reversal automatic film de- 
veloping machine made, the new 
BrivcamMatic TV Speciat weighs 
400 pounds and is slightly under 8 
feet long, 3 feet wide, and 2 feet 
high. It contains nine stainless steel 
tanks (two more than usual), feed- 
in elevator with rising indicator, 
and a daylight loading magazine 
with a unique swing door and 
spraybar in the final wash tank. 
Developing and drying rates of 
this new machine are: 720 ft. of 
fast process (Dupont 330) film per 
hour; positive at 800 ft. per hour; 
negative at 180 ft. per hour and 
soundtrack at 250 ft. per hour. The 
film passes through developer, 
bleach, shortstop, hypo and wash 
tanks, with a re-exposure lighting 
spaced at the proper interval. It is 
then carried into air squeégees and 
the drybox where warm air facili- 
tates moisture removal. The film 
leaves the machine dried and reeled, 
ready for projection or printing. 
Distributed by the S.0.S. Cinema 
Supply Corp., 602 West 52nd St., 
New York, the Bridgamatic TV Spe- 
cial sells for $2995.00 plus tax. 


Variable-Pitch Sprocket Helps 
Make Prints From Old Negatives 

* A new variable-pitch sprocket 
devised to help make new prints 
from shrunken, older motion pic- 
ture negatives has been developed 
by EastMan Konak. The device has 
‘a unique sprocket tooth whose driv- 
ing face is a plane lying on a 


radius of the sprocket. This is used 


to improve longitudinal registration. 


of the film over that obtained with 
conventionally shaped, curved pro- 
file teeth. The sprocket, with a sup- 
porting drum, accommodates 
shrinkage through varying pitch. 
Flutter in sound prints and steadi- 
ness in picture prints made on a 
sprocket of this type in a l6mm 
printer were found to be substan- 
tially independent of film shrinkage 
and markedly better than in prints 
made on conventional pictures. 


Florman & Babb Named Agents 
For CTM Picture Equipment 

* Frorman & Bass, 723 Seventh 
Avenue, New York, have been ap- 
pointed agents for CivEMA TIRAGE 
Maurice (CTM) of Paris. CTM 
products include the Morigraf 
35mm _ newsreel type camera, tri- 


MircHett Camera Corp. inaugurates new 
educational program for business 
schools, Shown above is Charles Austin 
who directs the West Coast phase out of 
Glendale, California; contact Theodore 
Altman in N. Y. for eastern program 
arrangements on this service. 


pods, hot splicer, editing machine, 
desensitometer, synchronizers, re- 
winds, counters, film cleaning, wax- 
ing and bufking equipment. 


New Roll-A-Lock Projection Stand 
Offered by Audio-Visual Dealers 

* The new Roll-A-Lock projection 
stand has been announced by Com- 
MERCIAL PicruRE INC., 
a Chicago manufacturer. Equipped 
with quiet-operating 4 inch wheels 


| 


Roll-A-Lock Projection Stand 


which make it easy to push, the 
stand features a hard plastic (For- 
mica) top cemented to three-quarter 
inch plywood. Leg construction is of 
aircraft-type aluminum tubing. 

According to Robert D. Hall, 
president of the firm producing the 
unit, the projection stand will be 
sold by audio-visual dealers 
throughout the country at a price 
of $43.25, 


Masco Sales Corp. Formed to 
Handle Mark Simpson Products 

* Masco Evecrronic SaLes Corp. 
has been formed to handle the sale 
of all equipment made by the Mark 
Srmpson Mre. Co. 

Masco has been the trademark of 
the Mark Simpson Co. for 25 years 
and the new corporation has been 
organized to prevent any confusion 
between the manufacturer and the 
trademarked products. 
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Stan WILLIAMSON 


Florez Names Williamson as 
Director of Training Division 

Stancey W. for the 
past four years director of sales 
training and later sales promotion 
manager for Nash Motors, has 
joined Fiorez, Inc. as director of 
the training division. 

According to Paul Kelcourse, 
general manager, Mr. Williamson’s 
new responsibilities will primarily 
be of a consultative nature in addi- 
tion to directing his staff in the 
planning and development of train- 
ing programs for Florez clients. 

Mr. Williamson brings to Florez 
an extensive background in all 
phases of training, principally in the 
automotive field. With The Jam 
Handy Organization for eight years, 
he served as account executive and 
later as an executive of the research 
and development department. Dur- 
ing World War Il, he was director 
of education for Vickers, Inc. 

Goodheart and Fairbanks Are New 
Directors of Official Films 


* New members of the OrriciAL 
Firms Inc. board of directors are 
Goopueart Jr. and Jerry 
FAIRBANKS. Goodheart, executive 
vice president and general manager, 
and Producer Fairbanks were elect- 
ed to the board of directors of the 
multi-million dollar video producing 
and distributing organization at a 
special meeting of the group held in 
New York according to Isaac D. 
Levy, board chairman. 

Jerry Kelly Appointed Field 
Representative for Telefex 
Gerarp “Jerry” has been 
appointed a field representative for 
the TELEFEX sales division of the 
Aupio & Vineo Propucts Corrora- 
TION according to an announcement 
made by Russell O. Hudson, vice 
president in charge of sales. After 
the war, Jerry joined the radio de- 
partment of Pedlar & Ryan, then 
moved to the Film Equities Corpo- 
ration as sales promotion director 
and later worked as an account ex- 


ecutive for WHLI. 
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People Who Make Pictures 


News of Business Film Studios and Production Services 


Videart's First Anniversary 
Observed in Expanding Operation 
* Viveart, film producer’s service 
organization at 240 East 39th Street, 
New York, is observing its first 
year’s anniversary this month by 
taking additional space to accom- 
modate a growing list of clients, 
now numbering over 30. 

Headed by Joe ZucKERMAN, who 
has had 23 years experience as a 


leader in the art and animation. 


field, Videart is a completely inde- 
pendent company, operating solely 
as an aid to motion picture, tele- 
vision and slidefilm producers. It 
maintains permanent art, lettering. 
camera and animation staff, and a 
16mm and 35mm animation stand. 

Videart’s library contains varied 


examples of hand-lettering and map 
backgrounds available to producers 
for photographic purposes. A sam- 
ple reel of animated TV spots is 
now being demonstrated and will be 
gladly provided for screening upon 
request. 


Evans Now a Vice-President 
of Ad-Film Distributors 


* Ree Evans is now vice-president 
of the newly-formed screen ad dis- 
tributing company Ap-Fitm Dts- 
triputors, Inc., 500 Fifth Ave.. 
New York. He formerly held a sim- 
ilar position with General Screen 
Advertising, Inc., and has also been 
associated with the Saturday Eve- 
ning Post and The Jam Handy Or- 


ganization. 


PROTECT PRINTS FROM DAMAGE 


FILM TREATMENT 


“makes your film 


screen better and 


last longer” 


® Guards against “rain” on the screen 
® Guards against scratches 

® Guards against brittleness 

®@ Eliminates tackiness 


Now protecting annually hundreds of millions of feet of motion-picture film: 
Theatrical, Industrial, Educational, Religious, Television 


Write for information. 


feertess “FILM PROCESSING CORPORATION 


Georce Broscu 
Haig and Patterson Announces 
Election of New Officers 

* George Brosch is the new presi- 
dent of Haic anp Patterson, INCc., 
4607 St. Aubin Ave., Detroit, Mich. 
Also elected to new offices at a re- 
cent reorganization meeting of the 
board of directors were E. E. Seiel- 
stad, executive vice-president, and 
J. T. Patterson, secretary and treas- 
urer. Haig and Patterson has pro- 
duced industrial sales training pro- 
grams for the past 14 years. 

Spending a large part of his 
business career in executive selling 
and the encouragement of others to 
enter selling as a career, Mr. Brosch 
is recognized as an authority on 
sales training. 

Mr. Seielstad, creative writer in 
the training field, has had wide ex- 
perience in sales and service train- 
ing and in executive direction of 
field organizations. 

One of the founders of the com- 
pany, Mr. Patterson has 14 years 
experience in the creation and pro- 
duction of training programs. 


Byron Adds a Full Title Service 

* A new service of Byron, INC., is 
a hot press for printing acetate 
celluloid titles in black and white or 
color, a full-time type setter, title 
layout artist and a complete line of 
type for producing motion picture 
and slidefilm titles. The service is 
available to other producers using 
the facilities of the Byron studios. 


Lange Discusses Prismacolor 
At Chicago Meeting of PSA 
* Harry W. Lance, production 
manager for Sarra, INc., spoke on 
the subject of Prismacolor at a re- 
cent meeting of the Chicago chapter, 
Photographic Society of America. 
Drawing from his background of 
nearly 30 years in the photographic 
field, Lange explained to the group 
that Prismacolor consists of black 
and white projection through the 
three primary colors. On the screen, 
the net result is a perfect color ren- 
dition of the original tones and 
hues. Lange was instrumental in 
developing this system. 
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SCRIPT PREPARATION 
TITLES AND ANIMATION 
PHOTOGRAPHY 

SOUND RECORDING 


RE-RECORDING 
from magnetic tape or film 


MUSIC LIBRARY 
EDITING AND CONFORMING 


Bi GEO. W. COLBURN 
LABORATORY, INC. 


164 NORTH WACKER DRIVE, CHICAGO 6, ILLINOIS 


Edge-Numbered Work Prints—Color.Masters— 
Duplicate Negatives—Release Prints 


Complete Technical and Editorial 
Services to 16 mm Business, Educa- 


tional and Religious Film Producers — 


BEST FOR EVERY FOLDING CHAIR PURPOSE! 


@ DURABLE—strong steel frame 
@ SAFE—no tipping, pinching, snagging 
@ COMFORTABLE, wide, deep seats, backs 
@ FOLD QUIETLY, quickly, snugly 
@ LONG-LIFE replaceable rubber shoes 
@ SEAT STYLES—formed plywood, du- 
rably lacquered; or vinyl-plastic uphol- 
stered 
OVER @ MILLION IN USE! 
Grand Rapids 2, Michigan 
Branch Offices and Distributors in Principal Cities 
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Film Festival Letter: 


(CONTINUED FROM PAGE TWENTY-SIX) 
a film made for school children to explain the 
instruments of the orchestra. At a showing ex- 
clusively for adults, this film all but stopped the 
show. 

In numbers of films, America was well repre- 
sented. There were more than sixty films pro- 
grammed at the three festivals from the U.S.A. 
The majority of these came from government 
agencies, the Department of Agriculture, Depart- 
ment of State, Veterans Administration, Fish and 
Wild Life Service, Navy, Army, and Public 
Health Service. Others represented include Dis- 
ney,” Hyperion, Viking, Hoeffler, Film Makers, 
Bray, Wessex, McGraw-Hill, Sherry and the Uni- 
versity of California. It is impossible, of course, 
to comment on all the films, and it is equally 
impossible to make any very broad general state- 
ments about them. Color productions seemed to 
predominate, and this, of course necessitated 
16mm projection with its attendant small and 
poorly illuminated image partially filling the 
standard theatrical screen. 


These U. S. Films Draw Comment 

The films on aaah we encountered most com- 
ment were the medical productions of the Vet- 
erans Administration produced by Churchill 
Wexler, The American Cancer Society’s Gastro- 
Intestinal Cancer; Embryology of the Eye, The 
Thinnest Slice, and Julius Caesar. The predomi- 
nance of scientific films in this list may, of 
course, be to some extent due to our particular 
interest in that field, but it should also be pointed 
out that the observation is frequently encountered 
abroad that it is in these fields the Europeans 


want particularly to exchange information with 
the United States. 


* 


If there is any one great accomplishment - 


achieved by these international festivals it is the 
opportunity they provide for the world to project 
the best it has to offer in visual knowledge upor 
a single screen for an international audience te 
accept or reject as they will. The film is the only 
medium that can hurdle the barrier of language. 
and fortunately today it can do this only if it is 
forthright and honest. a 


*Ep. Note: Disney's Seal Island was one of the 
Edinburgh favorites. 
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Animation Titles 


HAVE YOU SEEN OUR NEW BABY? 


CAMART PRODUCTS 


FOR MOTION PICTURES AND 


TV PRODUCTIONS 


THE CAMART TV BABY DOLLY 


New advanced type glide steering control. 


Four wheel, ball-bearing, tripod dolly— Adjustable 


seat for cameraman. 


Platform for assistant and accessories. 
Rigid clamps for tripod legs. 
Size 35x 46 inches, it comes apart! 


Our senior four wheel dolly with maneuverable 
boom arm, will support any heavy 
sional camera. 28” width will go through standard 
door. 


CAMART BLIMP AND SYNC MOTOR 


For use in sound productions, geared follow focus 
control, extension eyepiece permits reflex viewing, 
aceurate parallax control from two feet to infinity, 


THE CAMART TV CAMERA DOLLY 


Lens heights from 26” to seven feet. 


FOR ARRIFLEX 35mm CAMERA 


accepts 400 magazines. 


For studio or location use, 13’ extension arm, rear 
handle for directional mike control, folds to fit 


CAMART TV MIKE BOOM 


in car. 


ABOVE EQUIPMENT AVAILABLE 


FOR SALES AND RENTALS 


THE CAMERA - MART inc. 


1845 BROADWAY 
NEW YORK 23, N. Y. 
CABLE ADDRESS—CAMERAMART 
WORLD-WIDE SERVICE 


duty profes- 


MORE THAN 7,000 U.S. BUSINESS FIRMS 
LOOK TO BUSINESS SCREEN FOR THE NEWS 


For !émm. Film — 400’ to 2000’ Reels 
Prétect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 
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~ EASTERN STATES 


CONNECTICUT 
Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 
Eastern Film Libraries, 148 Grand 
Street, Waterbury 5. 


DISTRICT OF COLUMBIA 

Jam Handy Organization, Inc., 
1730 H Street, Washington 6. 

The Film Center, 915 12th St. 
N.W., Washington. 


MARYLAND 
Robert L. Davis, P. 0. Box 572, 
Cumberland. 


Howard E. Thompson, Box 204, 
Mt. Airy. 


MASSACHUSETTS 
Bailey Film Service, 59 Chandler 
Street, Tel. 4-0214, Worcester 8. 


Cinema, Ine., 234 Clarendon St., 
Boston 16. 


NEW HAMPSHIRE 


A. H. Rice Co., Ine., 78 West Cen- 
tral Street, Manchester. 


NEW JERSEY 


Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


NEW YORK 
Association Films, Inc., 35 West 
45th Street, New York 19. 
Buchan Pictures, 79 Allen St.. 
Buffalo. 
Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 
Comprehensive Service Co., 245 
W. 55th St., New York 19. 
Crawford & Immig, Inc., 265 W. 
14th St., New York City 11. 
The Jam Handy Organization, 
Inc., 1775 Broadway, New York. 
Ken Killian Sd. & Vis. Pats. 
P. O. Box 364 Hempstead, N. Y. 
Mogull, Film and Camera Com- 
my, 112-114 W. 48th St., New 
ork 19. 
Paromel Co., 40-18 Astoria Blvd., 
South, Long Island City 3. 

S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 
Specialized Sound Products Co., 

551 Fifth Ave., New York 17. 
United Specialists, Inc., Pawling. 
Visual Sciences, 599BS Suffern. 


PENNSYLVANIA ¢ 
Jam Handy Organization, Inc., 
930 Penn Ave., Pittsburgh 22. 
J. P. Lilley & Son, 277 Boas St., 
Harrisburg. 
Pictures, Inc., 4729 
audlow St., Philadelphia 39. 


* RHODE ISLAND « 


Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3. 


WEST VIRGINIA 

Haley Audio-Visual Service, 
Box 703, Charleston 23. 

Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 

United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 

Theatre Service & Supply Co., 
Phone 24043, Box 1389, Hunting. 


ton, 


_SOUTHERN STATES 
* ALABAMA 


Stevens Pictures, Inc., 506 Eight- 
eenth St., North, Birmingham. 


FLORIDA 
Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


Southern Photo and News, 608 
E. LaFayette St., Tampa. 


GEORGIA 
( — Films, 1118 W. Peachtree 
., N.W., ATwood 7588, Atlanta. 


Roc Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


LOUISIANA 
Stanley Projection Company, 
211% Murray St., Alexandria. 
Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 

Stirling Visual Education Co., 
1052 Florida St., Baton Rouge. 
Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 
HarFilms, Inc., 600 Baronne St., 

New Orleans. Since 1915. 


MISSISSIPPI 
Herschel Smith Company, 119 
Roach St., Jackson 110. 


Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 


TENNESSEE 
Southern Visual Films, 687 
Shrine Bldg., Memphis. 
Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 


ville. 


VIRGINIA 


Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 
National Film Service, 202 E. 
Cary St., Richmond. 

Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
51371. 


A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


ARKANSAS 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 


MIDWESTERN STATES 
ILLINOIS « 
American Film Registry, 24 E. 

Eighth Street, Chicago 5. 
Association Films, Inc., 79 East 
Adams St., Chicago 3. 
Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 
Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


INDIANA 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


IOWA 
Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 
Ryan Visual Aids Service, 517 
Main St., Davenport. 


KANSAS-MISSOURI ¢ 
Kansas City Sound Service, 1402 
Locust St., Kansas City 6, Mo. 
Erker Bros. Optical Co., 610 
Olive St., St. Louis 1. 
Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


MICHIGAN 
Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 
Jam Handy Organization, Inc., 
2821 E. Grand Bivd., Detroit 11. 
Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


OHIO 

Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati. 

Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 

Carpenter Visual Service, Inc., 
13902 Euclid Ave., East Cleveland 
12, Ohio. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14 

Jam Handy Guguatantion, Inc., 
310 Talbott Building, Dayton 2. 

Twyman Films Inc., 400 West 
First Street, Dayton. 

M. H. Martin Company, 50 
Charles Ave., S. E. Massillon. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION SERVICE 


WISCONSIN 


R. H. Flath Company, 2410 N. 3d 
St., Milwaukee 12. 


WESTERN STATES 
CALIFORNIA 

Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 

Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 

Hollywood Camera Ex 
1600 N. Cahuenga Blvd., 
wood 28. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 

Ralke Company, 829 S. Flower St., 
Los Angeles 17. 

Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 

Association Films, Inc., 351 Turk 
St., San Francisco 2, 

C. R. Skinner Manufacturing 
Co., 292-294 Turk St., San Fran- 
cisco 2. 


Ho 


¢ COLORADO « 


Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


OKLAHOMA 
Vaseco, 230] Classen, Oklahoma 
City 6. 
H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 


Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tuisa 5. 


OREGON 


Moore’s Motion Picture Service, 
306 S. W. Ninth Ave., Portland 5. 


e TEXAS ¢ 
Association Films, Inc., 1915 Live 
Oak St., Dallas 1. 
George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 
Capitol Photo 


uadalupe St., 
Austin. 


UTAH 


Deseret Book Company, 4 E. So. 
Temple St., Salt Lake City 10. 


CANADA - FOREIGN 


Audio-Visual Supply Company, 
Toronto General Trusts 
Winnipeg, Man. 

Distribuidora Filmica Venezo- 
lana De 16MM., S.A., Apartado 
706 Caracas, Venezuela, S.A. 
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Think the Going Is Rough? 

Here's the Word From India 

* Producers and sponsors of busi- 
ness films in this country who find 
the going rough during production, 
can be thankful they don’t have to 
face some of the problems of a film 
producer in India. 

The manner in which the aver- 
age Bombay producer runs his or- 
ganization would be enough to 
make his American counterpart tear 
at his ulcers, says Robert Lubar in 
the latest issue of THE REPORTER 
magazine, 


Plenty of Films Made 

The Indian motion picture indus- 
try ranks No. 2 in the celluloid 
world of make-believe. Last year, 
its studios released over half as 
many full-length features as Holly- 
wood did, and the total investment 
in the industry is around $60 mil- 
lion. 

All an Indian producer needs to 
go into business is desk space, gen- 
erally in a cotton-brokerage office, 
a telephone and some stationery. 
When he gets an idea for a motion 
picture, he throws a “mohorrut,” or 
christening party, to round up a few 
angels. The most sought after back- 
ers are movie distributors and ex- 
hibitors who are in a position to 
guarantee that the picture will be 
shown. Generally, a theater owner 
agrees to keep a picture running as 
long as his audiences exceed a mini- 
mum number. 


This Has a Familiar Ring 

After capital and outlets are as- 
sured, the producer hires a director, 
writers and lastly, a studio. The 
Shree Sound Films studios, for ex- 
ample, rents studio space in shifts. 
A producer pays 750 rupees 
($157.50) every time he uses a set, 
The studio usually has five produc- 
tions going full blast, and its an- 
nual output averages ten pictures. 

Because they are paying for 
studio space per shift, producers 
and directors work under constant 
pressure, and the consequent ten- 


sion yields as bountiful a crop of 
ulcers as Hollywood's frenzy ever 
does. 

The most pernicious ulcer pro- 
ducer in Indian film making is its 
star system. One director sweating 
to finish a picture within his time 
budget voiced what seemed to be 
the universal complaint: “This pic- 
ture is sure to go into overtime. I 
can’t get the stars. I follow them 
around and plead with them to give 
me an appointment, but they ig- 
nore me.” 

Most stars follow the practice of 
signing with various producers to 
make several pictures simultaneous- 
ly, and then make appointments to 
appear on each producer’s set for 
a scene or two. Stars spend their 
days cruising from one set to an- 
other. Directors spend theirs won- 
dering whether stars will show up. 


Color Service Co. Laboratory 
Installs Vacuumate Equipment 

* VacuUMATE equipment has been 
installed in the CoLor Service Com- 
PANY laboratory at 115 West 45th 
Street, New York City, making it 
possible for all motion picture films 
printed in the laboratory to be 
Vacuumated at no extra charge to 
the customer. 

Color Service is the first labora- 
tory in the New York area offering 
this service, according to Robert 
Crane, president of the firm. The 
Vacuumate Corporation will also 
make available its special process 
for the rejuvenation of shrunken 
negatives and originals. 


Liberg Heads Custom Engineering 
at Audio and Video Products Corp. 
* Epwin R. Liserc has been ap- 
pointed supervisor of custom engi- 
neering for the Aupio AN!) VIDEO 
Propucts Corporation, 7:30 Fifth 
Ave., New York. His duties will in- 
clude the supervision of personnel 
within the installation and main- 
tenance departments, and assistance 
with the design and preparation of 
quotations for custom sound instal- 
lations. 

DeVry Associates 


WOULD YOU LIKE 


16"™ LABORATORY 


LABORATORIES 


173) N. MOBILE AVE 


CHICAGO 


FASTER and BETTER 


SERVICE ? 


+ Ansco Color type 238 duplicating 
+ B & W and color work prints - 
Black and white printing - Rushes 
—3 hour service - Sound track pro- 
cessing - Negative processing + Re- 
versal processing - Dupe negatives 


FISCHER PHOTOGRAPHIC 
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Honor Bill Aschmann 
* Veteran DeVry execu- 
tive AsCHMANN, as- 
sociated with the Chicago 
| projection manufacturer 
for the past 19 years as 
distributor, personnel 
manager, and currently 
head of the Customer Re- 
lations Department, was 
recently honored at a 
luncheon on the occasion 

of his 80th birthday. 
The luncheon was ten- 
dered by fellow associates 
of the company “in trib- 
ute to a grand old-timer.” 


WORLD’S LARGEST 
LIQUIDATORS AND RETAILERS 
of 


SPONSORED - TELEVISION - INDUSTRIAL 
INSTRUCTIONAL and ENTERTAINMENT 


16mm. Sound Filmes 


We'll pay cash for your withdrawn 16mm. sound prints 
and used projectors. Let us know what you have. Their 


BLACKHAWK FILMS INC. 


A DIVISION OF EASTIN PICTURES 


DAVENPORT, IOWA 


SALES - SERVICE . RENTALS 
35 mm. ¢ 16 mm. —— 
OLLYS 


CAMERAS-MOVIOLAS. 


Complete Line of Equipment for Production Avdilable for Rental : 


ZUCKER 


x AMERA 


1600 


QuIPMEnt 


NEW YORK CITY 


One Source for All Film Reference Books | ; 


Build a solid reference library of the “best books” on all audio- 
visual subjects through the complete one-stop source now offered 
by the Business ScrEEN BooKsHeE Lr. Selected titles, passed by our 
own Editorial Board of Review, are stocked for direct-mail distri- a ~ 
bution as a special service to our readers in business, industry and 
the schools. Ask for special up-to-the-minute lists on the follow- 
ing material: 


1. Business Screen pesgonael List: includes all selected books 
and special reports from U. S. and overseas sources offered at 
standard retail costs with ne + discounts on many titles for 
quantity orders. Ask for the BUSINESS SCREEN BOOKSHELF 3 
LIST today. 

2. Business Screen Film Guide Library: our own special Film 
Guides on such important subject areas as THE INDEX oF TRatN- 
ING Fits (lists 2,800 films and filmstrips for job-training) Na- 
TIONAL DiREcTORY OF SaFeTy Fitms; Farm Fitm Guipe; 
New Sports Firm Guive (available in January, 1952) 
the Firm Liprary List. Both lists are free. 


The BUSINESS SCREEN BOOKSHELF 


150 EAST SUPERIOR STREET — CHICAGO 11, ILLINOIS 


and THE 
. Ask for 
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aurer: 16 mm. ras) 
: Moviola; Editing Machines - Synchronizer 
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MORE THAN 7,500 BUSINESS FILM SPONSORS 
REGULARLY READ BUSINESS SCREEN MAGAZINE 


“Overlooking the Blue Pacific” 


AND BUNGALOWS 
“Where Wilshire Boulevard Meets the See” 
Luxurious hotel guest rooms, apartments, charming bun- 
gelow suites—all with beth. Private swimming 
Attractive dining room and grill... . ni 
in lovely Garden Room. . . . Unique Mirabar. 
resort atmosph and lent service. Ample free 
parking. 
SINGLES FROM $6.00 TO $12.00 
DOUBLES FROM $8.00 TO $20.00 


Monica 


CALIFORNIA 


E. D. KING 


SAME MANAGEMENT 
HOTEL EL RANCHO 
iN GALLUP 
NEW MEXICO 


EXPERIMENTAL RECEIVER-PROJECTOR used in the 
RCA color t.v.-demonstration throws a 9 x 12 
ft. image on the theatre screen. 


Theatre Color Television 


* Now that color television is kaput for the 
“duration” there doesn’t seem to be much point 
in bringing up a discussion of whether RCA or 
CBS had the better system. Suffice to say both 
had certain superior features and on resumption 
of the rivalry let the better hues win. 

However, just before the government order to 
stop finageling with color, RCA put on a dem- 
onstration of theatre color television that was 
impressive, to say the least. On a 9 by 12 foot 
screen the image appeared to be almost as sharp 
as good 16mm projection to that size. RCA offi- 
cials declared that projection to any size theatre 
screen was feasible and work on this was being 
undertaken at the time. For the demonstration, 
the projection unit was mounted in the orchestra 
of a theatre while spectators were placed in the 
balcony, but it was forecast that improvements 
would soon permit projection from the regular 
booth. 

It will take a lot of improvement, however, 
before RCA’s color, as seen on the theatre screen, 
even approaches the quality of color film. At 


RCA Electronic TV Receiver- 
Projector for Theatre Screen 
* Color television projected on a 
9 x 12-foot theatre screen was dem- 
onstrated by the Radio Corporation of 
America on this experimental receiver- 
projector. Dr. David W. Epstein who 
directed development of the apparatus 
at RCA Laboratories, Princeton, N. Y., 
is shown at the controls during test 
showings at the Colonial Theatre in 

New York City last month. 


present it seems to specialize in chartreuse—un 
less the art director of the show was simply mad 
about the color. It does well with brilliant hues. 
not so well with tints. Facial tones were good, 
like the old two-color Cinecolor process. 4 
Eidophor TV System Shown by Swiss 

* Theatre magnates, .including Charles P. 
Skouras, board chairman of the Theatre Owners 
Association, are said to be enthusiastic about the 
new Eidophor system of theatrical color TV 
demonstrated in Zurich, Switzerland last month. 
Lifting of U. S. restrictions will bring this third 
competitor to the U. S. scene under the manu- 
facturing aegis of General Electric. 


NOW rrom 


COLOR SERVICE 


COMPANY, Inc. 
ARE TREATED AT 
NO EXTRA COST 


WITH THE FAMOUS 


FILM PROTECTIVE PROCESS 
im, VAPORATE 


PROTECTS AGAINST Scratches, Finger- 
marks, Oil, Water ond Climatic Changes 


ONE TREATMENT COLOR SERVICE 
LASTS THE LIFE 


OF THE FILM CO., Inc 
115 West 45th St. 


New York 19, N.Y. 


Brittie Film 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 
guaranteed. Complete studio and 


laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., Cleveland 3, Ohio 


BASKETBALL 


by Rupp 


A new, 2 reel, 16mm, sound film pre- 
senting the plays and drills that have 
made Kentucky perennial champions. 
Film utilizes animated play diagrams 
and slow motion photography. Price, 
$75.00. 


Kent Lane, Inc. 
716 East Gray St., Louisville 2, Ky. 
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ONLY BYRON 
CAN MAKE a 
"'COLOR-CORRECT’* q 
PRINTS 
our exclusive process F 
introduced in 1945 Bs 
is recognized as the _ 
highest standard in the industry a 
* TRADE-MARK EXCLUSIVE WITH a 


studios and laboratory 
1226 wisconsin avenue, n. w. 


washington 7, d. c. 
dupont 1800 


24 hour service on answer prints 
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A 
y 


POSTMARK EAST LANSING 


With budgets that must survive rigorous review, educations! institu- 
tions render remarkable services to state and nation. 
Michigan State College decided to have The Jam Handy Organization 
help chem carry the story of MSC achievements to the people. 
Produce! on the campus by The Jam Handy Organization, with the 
cooperation of the Michigan Scate College public relations stafl, “Post- 
mark East Lansing” is an economical motion picture in full Kodachrome. 


JAM HANDY 


»RESENTATION: 
TON, DC. 


MS 


TRAINING ASSISTA 


